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THIS  WEEK  ON  THE  WEB 

I  Exclusively  on  editorandpublisher.com  . . . 

;  Columnist  Steve  Outing  says  newspapers  are 
I  profiting  from  e-mail  publishing  (“Stop  the 
j  Presses"  on  our  “Features  &  Columns"  page). ... 

As  the  June  2  FCC  vote  on  media  cross¬ 
ownership  rules  approaches,  opponents  raise  I 
their  voices  (“Headlines.”  May  22). . . .  Details  on 
good  news  for  media  Web  sites;  the  Online  Pub¬ 
lishers  Association  found  that  online  ad  revenues 
jumped  41%  in  the  first  quarter  (“Headlines.”  1 
May  21). . .  .The  latest  Nielsen/NetRatings  figures  j 
show  that  newspapers  run  five  of  the  top  10  news 
domains  in  the  U.S.  (“Headlines.”  May  21). ... 

And.  as  usual,  daily  updates,  breaking  news,  and 
a  new  Photo  of  the  Week  and  E&P  Online  Poll. 


LETTERS 


LET’S  NOT  GET  C«A/Y.  FOLKS 

Mark  Fitzgerald’s  “Blair 

Fallout”  piece  (“Blair  Warning,” 
May  19,  p.  5)  was  great,  and  sure 
raised  some  questions  in  my  mind.  Does 
Mr.  (Douglas  C.)  Clifton  pick  up  the  tab 
for  all  the  tape  recorders  (and  tapes) 
necessitated  by  his  “accuracy”  letters?  We 
might  as  well  issue  a  tape  with  every  note¬ 
book.  I  also  can’t  help  but  w'onder  if  the 
Wyoming  Tribune-Eagle's  managing  editor 
is  considering  a  contract  with  NorthStar  to 
produce  location/tracking  devices  to  attach 
to  reporters.  Wolves  do  hide  in  sheeps’ 
clothing.  I  can’t  see  that  Jayson  Blair’s 
failure  to  graduate  had  anything  to  do  with 
his  (in)competence  or  propensity  for  lying. 
Given  some  of  the  work  coming  from 
“degreed”  reporters  (and  editors)  nowa¬ 
days,  it  might  be  time  to  “revisit”  that 
requirement  anyw'ay. 

SANDY  BOLICK 

Nashville,  Tenn. 


NOT  THE  ACTION  WE  WANTED? 

Those  of  us  who  have  been  in 

positions  where  we  need  to  prove  to 
a  board  that  we  are  “diverse”  under¬ 
stand  what  The  New  York  Times  manage¬ 
ment  is  going  through.  Even  in  Jayson’s 
case,  there  is  no  easy  answer.  His  numerous 
promotions,  however,  are  ludicrous.  In  or¬ 
der  to  advance  the  Times'  principles,  which 
are  pro-civil  rights  and  pro-affirmative 
action,  it  has  pushed  back  the  cause  of  affir¬ 
mative  action  to  square  one.  Jayson  Blair  is 
now  the  poster  child  for  the  anti-affirmative 
action  crowd.  In  a  thousand  editorials,  the 
Times  cannot  undo  the  damage  done  by  its 
inaction  on  Jayson  Blair.  Forget  Michigan’s 


20  extra  points  for  being  black;  the  Times 
gives  the  keys  to  the  kingdom  and  all  the 
Wise  Cheez  Doodles  you  can  eat. 

ALAN  JACOBS 
New  York.  N.Y. 


APPAOENTLY,  CRIME  DOES  PAY 

Regarding  Mark  Fitzgerald’s 
article  on  Jayson  Blair  about 
the  problems  new’spapers  face  due 
to  his  actions,  I  believe  the  questioning  of 
print’s  credibility  has  only  just  begun.  As 
word  spreads  that  Blair  is  talking  about  re¬ 
ceiving  a  million-dollar  fee  for  printing  “his 
story,”  it  only  proves  lying  does  pay.  Any  at¬ 
tention  paid  to  this  guy  only  detracts  from 
the  good  journalism  that’s  eveiywhere.  Yet 
you’re  sure  to  see  plenty  of  stories,  in  many 
major  publications,  on  how  hell  make  it  big 
from  cheating  the  system.  The  only  re¬ 
course  is  to  ignore  this  completely. 

KEN  DARDIS 
PRESIDENT 
Audio  Graphics 
Cleveland,  OH 


OH-XAY.  TERRIFIC! 


Your  study  was  very  interesting 
(“Quality  pays  off,”  May  19.  P-  8), 
but  naive  to  someone  who  labored 
in  small  dailies  for  more  than  30  years. 
There  is  no  interest  on  the  part  of  manage¬ 
ment  to  improve  editorial  content.  I  prosti¬ 
tuted  m>'self  for  more  than  three  decades  in 
the  business.  Advertising  ruled.  Publishers 
were  salespeople.  Reporters  were  dirt.  The 
only  virtue  is  I  retired  and  am  glad  of  it. 
What  a  waste  of  a  life. 


FRANK  GONZALEZ 

Kingman,  Ariz. 


50  YEARS  AGO  - 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


j  MAY  2.3,195.3: 

!  Former  Associated  Press 
I  correspondent  William  N.  Oatis 
I  was  pardoned  by  the  Czechoslo¬ 
vak  Government  this  week  after 
serving  a  10-year  sentence  on  an 
1 _ 


espionage  conviction. 

President  Eisenhower,  during  the 
Wisconsin  Press  Association's 
100th  anniversary  convention  in 
Milwaukee,  praised  the  service  of 


weekly  newspapers.  Eisenhower 
said,  “it  is  all  too  easy  to  forget 
that  it  is  the  thousands  of  weekly 
papers  scattered  about  the  nation 
that  have  kept  the  spirit  of  the 
'freedom  of  the  press'  flourishing.” 
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On  the  eve  of  the  historic  FCC  vote, 
newspapers  are  window-shopping 
in  dozens  of  markets 

BY  MARK  FITZGERALD 

CHICAGO 

AND  TODD  SHIELDS 

WASHINGTON,  D.C. 

IKE  EAGER  TEENAGERS  PERUSING  USED-CAR 
ads  in  the  classifieds  as  they  wait  for  their  first 
driver’s  licenses,  many  newspapers  have  been 
checking  out  potential  broadcast  acquisitions,  antici¬ 
pating  that  the  Federal  Communications  Commis¬ 
sion  (FCC)  will  drop  most  cross-ownership 
restrictions  when  it  meets  on  June  2. 

“We  have  been  doing  informal  broadcast  market 
studies  for  various  daily  newspapers,”  said  Larry 
Grimes,  president  of  the  Gaithersburg,  Md.-based 
newspaper  brokers  W.B.  Grimes  & 

Co.  “We’ve  completed  a  bunch  of 
them.  I  can’t  tell  you  for  whom,  but 
I  can  tell  you  we  have  looked  at 
about  75  markets.” 

Some  papers  will  be  ready  to  buy 
broadcast  immediately  if  the  FCC 
drops  the  ban,  said  Owen  Van 
Essen,  president  of  Santa  Fe,  N.M.- 
based  Dirks,  Van  Essen  &  Murray: 

“A  few  companies  who  have  taken 
this  very  seriously  are  way  out  in 
front  of  this  (and)  some  ...  already 

Powell  to  the  people?  FCC  chairman 
Michael  Powell  (I)  at  U.S.  Senate 
hearing  earlier  this  year,  with 
Jonathan  Adelstein  to  his  left. 


have  deals  lined  up.” 

Brokers  say  they  don’t  expect  a  land  rush  on  broad¬ 
cast  properties.  One  factor  dampening  the  market 
is  the  likelihood  that  newspapers  in  the  smallest 
markets  will  continue  to  be  forbidden  from  owning 
a  nearby  station. 

But  with  the  decision  just  days  away,  it’s  still 
unclear  how  small  will  be  too  small  for  the  FCC.  The 
consensus  among  lobbyists  on  both  sides  of  the 
cross-ownership  issue  seems  to  be  that  the  FCC  draft 
regulations  permit  cross-ownership  in  at  least  the  top 
100  markets,  with  some  saying  even  papers  nearer 
the  bottom  of  the  top  200  will  be  allowed  to  buy 
broadcast  in  their  communities. 

“Smaller  companies  haven’t  been  as  aggressive 
because  that’s  where  there’s  the  least  clarity,”  Van  Es¬ 
sen  said.  Still,  brokers  have  been  gently  pushing  news¬ 
paper  companies  to  bid  sooner  rather  than  later 
if  they  are  giving  serious  thought  to  buying  broadcast. 

“TV  companies  will  move  quickly  in  forming 


POST-WAR  ADS 
UPSlIfiHTlY 


Publicly  traded 
newspapers 
reported  a  modest 
ad  uptick  in  April 
on  improved  retail 
and  national  revenue 
following  a  flat 
March,  when  adver¬ 
tising  was  tempered 
by  the  Iraq  war. 
Analysts  stopped 
short  of  saying  a 
recovery  for  newspa¬ 
pers  is  close  at  hand, 
pointing  out  help- 
wanted  is  still  weak 
in  many  markets. 
Rising  benefits  costs 
also  threaten  the 
profit  outlook. 

—  LUCIA  MOSES 

A  FEMALE  PUB 
FORCINCY 

The  Cincinnati 
Enquirer  has 
appointed  the  first 
woman  publisher  in 
its  162-year  history. 
She  is  Margaret  E. 
Buchanan,  45, 
who  was  previously 
president  and  pub¬ 
lisher  of  The  Idaho 
Statesman  in  Boise. 

A  Cincinnati 
native,  she  also  was 
named  president  of 
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the  Enquirer.  She 
succeeds  Harry 
Whipple,  55.  The 
appointment  follows 
other  changes  in  the 
executive  ranks  at  the 
paper,  with  new  vice 
presidents  of  news 
and  advertising 
named  in  the  past 
year. 

—  DAVE  ASTOR 

W01PER6ETS 


Allan  Wolper, 
longtime  EiP 
ethics  columnist, 
collected  not  one 
but  two  awards 
last  week,  both  at 
ceremonies  at  the 
National  Press  Club 
in  Washington,  D.C. 
In  addition  to  the 
previously  an¬ 
nounced  2002  Bart 
Richards  Award  for 
Media  Criticism 
(handed  out 
Thursday),  Wolper 
on  Wednesday 
picked  up  a  Paul 
Mongerson  Prize  for 
Investigative  Report¬ 
ing  on  the  Media. 

Like  the  Richards 
Award,  it  came  with 
a  $1000  check. 

The  Mongerson 
Prize  was  estab¬ 
lished  in  2001  by 
the  Center  for  Media 
and  Public  Affairs  in 
Washington,  D.C. 

—  GREG  MITCHELL 

in  FREE  TIMES 
FOR  CLEVELAND 

Last  week  was  a 
good  one  for 
competition  in  Cleve¬ 
land,  both  on  the 
basketball  court  (as 
the  NBA  Cavaliers 
won  the  rights  to 


duopolies,”  Van  Essen  said,  referring  to  a  draft  FCC 
proposal  to  relax  restrictions  on  common  ownership 
of  two  TV  stations  in  the  same  market.  “One  of  the 
things  we’ve  said  is,  yes,  you  can  take  a  wait-and-see 
approach  —  but  that  TV  station  that  could  be  a 
perfect  fit  might  be  swallowed  up.” 

Despite  all  the  talk  of  broadcast  consolidation,  es¬ 
pecially  in  radio,  there  are  plenty  of  available  proper¬ 
ties,  Grimes  said:  “Broadcasters  are  not  tied  to 
ownership  the  way  newspaper  people  are.  They  buy 
properties  and  flip  them.”  W.B.  Grimes  has  affiliated 
with  the  broadcast  broker  Media  Services  Group  for 
cross-ownership  opportunities. 

Publishers  may  experience  a  little  bit  of  sticker 
shock  as  they  window-shop  radio  and  TV.  “The  reality 
is,  broadcasting  in  general  is  selling  for  a  few 
multiples  [of  cash  flow]  higher  than  newspapers,” 
said  Tom  Buono,  CEO  of  BIA  Financial  Network, 
which  is  working  with  Dirks,  Van  Essen  &  Murray  on 
broadcast  transactions.  “If  newspapers  are  going  for 
multiples  of  8  to  12,  it’s  more  like  10  to  14  for  TV,  and 
radio  is  even  higher,”  Buono  said. 

Whatever  the  final  shape  of  the  cross-ownership 
regulations,  it  appears  increasingly  certain  that  the 


FCC  will  go  ahead  with  a  party-line  vote  on  June  2 
despite  mounting  oppjosition,  much  of  it  from 
Democrats.  Chairman  Michael  Pow’ell,  a  Republican, 
has  rebuffed  requests  from  Democratic  commission¬ 
ers  for  a  delay,  saying  the  agency  must  move  quickly 
to  rectify  defects  that  courts  have  identified  in 
the  rules. 

Even  Commissioner  Jonathan  Adelstein,  a 
Democrat  who  calls  the  propiosed  rules  relaxation  “an 
extreme  proposal,”  said  he  sees  nothing  standing 
in  way  of  the  vote. 

In  a  speech  last  week  at  The  Media  Institution,  a 
Washington  think  tank,  Adelstein  proposed  that 
pnitential  buyers  of  additional  TV  stations  or  newspa¬ 
pers  should  answer  a  series  of  questions,  including 
whether  they  will  bolster  news  staff,  preserve  separate 
editorial  discretion  for  each  entity,  and  respond  to 
complaints  of  stories  not  covered.  “The  FCC  should 
then  require  an  annual  showing  that  it  met  its 
commitments,”  Adelstein  said. 

And  there  could  be  a  backlash  from  the  public  and 
from  elected  representatives  if  consolidation  brings 
business  efficiencies,  but  no  additional  benefits  to 
local  communities,  he  said.  i) 


Newjoumo  safety  handbook 

Setting  up  a  smoke  screen 


BY  RAPE  BARTHOLOMEW 


W: 


T  »  is  right 
around  the  comer,  and 
repjorters  who  might 
cover  the  blazing 
southwest  are  asking 
their  editors  for  The 
Reporter’s  Hazardous 
Assignment  Handbook: 
Wildfires.  At  least 
Jim  Moscou  hopes 
they’re  asking. 

Containing  how-to 
information  on  every¬ 
thing  from  recognizing 
dangerous  smoke 
columns  to  avoiding 
gastrointestinal  disease 
in  crowded  fire  camps, 
the  WjWfires  handbook, 
which  goes  to  press  this 
week,  will  help  journal¬ 
ists  stay  safe  and  tell 
better  stories,  said 
Moscou,  president  and 
publisher  of  Hazardous 
Media  in  Boulder,  Colo. 

Wildfires  is  just  the 


beginning  for  Haz¬ 
ardous  Media,  which 
plans  to  release  six  more 
handbooks  by  the  end  of 
2004,  on  such  topics  as 


Web  site  (www.haz- 
ardousmedia.com). 
Eventually,  Hazardous 
Media  will  offer  wldfire 
survival  classes  for 
journalists. 


Moscou,  at  scene  of  Walker 
terrorism,  war,  chemical 
spills,  natural  disasters 
and  street  safety. 

The  company  also 
sells  equipment,  like  fire 
shelters,  flame-resistant 
Nomex  clothing  and 
clean  air  masks  on  its 


Ranch  wildfire  near  Boulder 

Moscou,  an  EE^P 
contributing  editor, 
wrote  a  cover  story  for 
the  magazine  last  sum¬ 
mer  on  covering  wild¬ 
fires  (and  has  written  on 
the  subject  for  The  New 
York  Times  Magazine 


and  U.S.  News  and 
World  Report).  He  was 
among  the  first  U.S. 
reprorters  to  attend  a 
military  “boot  camp”  for 
journalists  last  year  and 
later  took  training  in 
biological  and  chemical 
safety  training  (and 
wrote  influential  stories 
about  all  this  for  EE^P). 

Hazardous  Media, 
he  said,  was  partly 
“born  out  of  anger” 
that  journalists  were 
being  sent  into  unsafe 
situations  without  re¬ 
ceiving  propjer  training 
or  protective  gear. 

There  are  “a  lot  of  re- 
prorters  w'ho  show  up  at 
wildfires  in  flip-flops, 
shorts  or  stiletto  heels,” 
he  says,  adding  that  it’s 
not  uncommon  for  jour¬ 
nalists  to  be  assigned  to 
cover  wildfires  without 
any  training  other  than 
“an  hour-long  brown- 
bag  lunch.”  II 
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Goiny  to  the  source  of  trouble 


The  Jayson  Blair  scandal  ignites 
debate  on  use  of  anonymous  info 

BY  JOE  STRUPP 

N  THE  UPROAR  OVER  THE  JaYSON 
Blair  fiasco,  newsroom  sins 
ranging  from  fabricated  quotes 
to  falsified  expense  reports  have 
sparked  a  flurry  of  self-examination. 

What  caught  the  eye  of  some, 
howe\'er,  was  the  shocking  revelation 
that  The  New  York  TYmes’editors  had 
allowed  Blair  to  use  anommous 
sources  on  several  occasions  — 
including  in  major  Page  One  pieces 
—  and  not  even  ask  who  they  were. 

This  has  prompted  at  least  one 
editor  to  require  greater  scrutiny 
of  Times  stories  slated  for  publi¬ 
cation  in  his  paper,  while  others 
admit  they  are  casting  a  more 
skeptical  eye  on  wire  material  and 
.syndicated  pieces.  “If  a  significant 
story  comes  in  (from  another 
news  organization)  and  it  is  single 
sourced  or  anonymously  sourced, 
there  is  a  heightened  awareness,' 
said  Brian  Toolan,  editor  of  The 
Hartford  Courant.  “It  should  make 
everyone  more  aware."  Paul  Tash, 
editor  and  president  of  the  St.  Pe¬ 
tersburg  (Fl.)  Times,  agreed.  “We 
will  be  even  more  wary  about  stories 
from  our  wire  services  based  on 
anommous  sources,”  he  said.  “Even 
those  from  The  New  York  Times.” 

Denver  Rocky  Mountain  News 
Editor  John  Temple  took  Tash’s  skepticism 
a  step  further,  ordering  last  week  that  no 
New  York  Times  stories  using  anonymous 
sources  may  run  without  a  review’  from  a 
group  of  top  editors.  And  on  Friday,  in  USA 
Today,  Al  Neuharth  called  for  a  “ban”  on  “all  anony¬ 
mous  sources.” 

Ripples  from  the  Blair  episode  serve  as  “a  reminder 
to  every  editor  taking  stuff  from  the  outside  to  be 
more  aware,”  observed  Andrew  Gully,  managing 
editor  of  the  Bo.ston  Herald.  “We  will  look  at  those 
things  differently.” 

Such  skepticism  has  drawn  concern  from  those 
who  depend  on  newspapers  running  their  syndicated 
and  wire  copy.  “Blair’s  dishonesty  stains  us  all,” 
National  Society  of  Newspaper  Columnists  President 


Mike  Leonard  told  E^P.  “For  columnists,  there  could 
be  greater  scrutiny  and  efforts  from  editors  to  have  us 
list  sources  and  attribute  quotes.  The  result  could  be 
choppier  and  less-interesting  writing.” 

But  Associated  Press  executive  editor 
Kathleen  Carroll  offered  little 
concern  that  it  would  hurt  her  or¬ 
ganization’s  reputation.  “We  don’t 
have  a  whole  lot  of  anonymous 
source  material  because  we  push 
to  get  it  on  the  record,”  she  said. 

Most  newspaper  editors  said 
Blair’s  use  of  fake  sources  would 
never  have  occurred  at  their  news¬ 
papers  because  strict  rules  for  the 
use  of  anonymous  sources  —  such 
as  the  disclosure  of  their  identities  to 
editors  —  are  in  place. 

“The  onus  is  on  the  reporter  to 
convince  the  editor  that  there  is  no 
other  way  to  get  the  story,”  said 
Karen  Jurgensen,  editor  at  USA 
Today.  “You  have  to  know  exactly 
who  it  is.”  She  said  the  paper  had  in 
the  past  barred  the  use  of  anonymous 
sources  completely  until  the  last 
decade.  Now,  she  says,  “they  should 
rarely  be  used,  if  ev’er.” 

Nearly  all  of  the  editors  who  spoke 
with  E^P  said  their  policy  is  to 
discourage  anonymous  sources, 
but  if  they  are  used  the  editor 
must  know'  the  source  and  infor¬ 
mation  must  be  corroborated. 
“\'ou  have  to  have  a  person  in  a 
supervisorial  position  who  can 
make  a  judgment  on  it,”  said  Phil 
Bronstein,  executive  vice  presi¬ 
dent  and  editor  at  the  San 
Francisco  Chronicle.  “The  general 
practice  is  not  to  use  them 
unless  there  is  no  other  way  to 
get  information.” 

Frank  Scandale,  editor  of  The 
Record  in  Hackensack,  NJ.,  agreed.  “It  helps  the 
editor  to  assess  the  validity  of  the  information  if  they 
know  who  the  source  is,”  he  said.  Scandale  also  bars 
anonymous  sources  from  making  personal  attacks. 

Douglas  C.  Clifton,  editor  of  The  Plain  Dealer  in 
Cleveland,  said  using  anonymous  sources  remains 
valuable:  “The  reality  is,  you  have  to  .sometimes.”  Rex 
Smith,  editor  of  the  Albany  (N.Y.)  Times-Union, 
stressed  that  references  to  anonymous  sources  need 
to  be  as  specific  as  possible,  citing  e.xamples  such  as  “a 
state  official  familiar  with  the  budget  process.”  11 


draft  high  school  phe- 
nom  Lebron  James) 
and  on  the  news¬ 
stands,  with  the  re¬ 
turn  of  Cleveland  Free 
Times,  under  new  in¬ 
dependent  ownership 
led  by  its  former  pub¬ 
lisher  and  editor. 

It  closed  seven 
months  ago  as  part  of 
a  deal  by  rival  alter¬ 
native  weekly  chains 
Village  Voice  Media 
LLC  and  NT  Media 
Corp.  to  shutter  two 
papers  in  their 
competing  markets 
of  Cleveland  and  Los 
Angeles.  The  Justice 
Department  forced 
an  asset  sale  of  the 
papers.  “Rumors  of 
our  death  were  great¬ 
ly  exaggerated,”  pro¬ 
claimed  the  Free 
Times’  Web  site  last 
week.  The  paper  is 
billing  itself  as  locally 
owned,  in  contrast 
to  the  NT-owned 
Cleveland  Scene. 

—  LUCIA  MOSES 

meOODBYE 

mimm 

Fired  Kentucky 
State  University 
President  George  W. 
Reid  is  leaving  the 
Bluegrass  State  and 
packing  in  his  $15 
million  lawsuit 
against  the  8,944- 
circulation  State  Jour¬ 
nal  in  Frankfort,  Ky. 

Reid’s  lawyers 
have  asked  Franklin 
County  (Ky.)  Circuit 
Court  to  dismiss  the 
suit,  which  was  filed 
in  December  2000 
and  claimed  the  daily 
defamed  him  when  it 
reported  charges  he 
faked  some  of  his 
academic  credentials. 
—  MARK  FITZGERALD 
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But  may  lack  Sunday  punch 


Starting  this  week, 
The  Daily  Inde¬ 
pendent  (Ashland, 

Ky.)  is  moving  to 
morning  publication 
and  dropping  its 
middle  name.  In  a 
May  22  announce¬ 
ment,  Publisher 
Roger  F.  Coleman 
said  the  Community 
Newspaper  Holdings 
Inc.  newspaper  was 
deleting  the  “Daily” 
moniker  because  it 
no  longer  seemed 
necessary. 

In  Truckee,  Calif., 
the  Sierra  Sun  last 
Friday  moved  from 
weekly  to  semi¬ 
weekly  publication, 
replacing  its  single 
Thursday  edition 
with  a  three-section 
“Weekend"  edition 
on  Fridays  and  a 
single-section 
“Midweek"  edition 
on  Wednesdays. 

—  MARK  FITZGERALD 


BY  LUCIA  MOSES 

Hurdles  await 
Time  Inc.  if  it 
decides  to 

resurrect  Life  magazine 
as  a  Sunday  newspaper 
supplement.  But  Life, 
which  closed  in  2000 
after  various  reincarna¬ 
tions,  could  fill  a  need 
for  newspapers  looking 
for  ways  to  broaden 
their  audience. 

“I  definitely  would 
want  to  take  a  look  at  it,” 
said  John  Fish,  publish¬ 
er  of  The  Topeka  (Kan.) 
Capital-Journal,  who 
thinks  supplements’ 
feature  and  service 
content  can  help  attract 
female  and  young 
readers.  “I  think  it  has 
a  strong  brand,  it  has  a 
history  most  Americans 
are  aware  of,  and  I  think 
the  brand  represents 
quality  journalism.” 

Time  Inc.  spokesman 
Peter  Costiglio  stressed 
that  the  company  is 
still  months  away  from 
deciding  whether  to  go 
ahead  with  the  Life 
proposal,  which  The 
New  York  Times  first 
reported  on  May  19- 
Life  would  have  to 
make  itself  attractive 
to  younger  readers  who 
didn’t  grow  up  with  the 
brand  and  compete  with 
the  established  weekend 
supplements  from  other 
media  heavyweights, 
Gannett  Co.  Inc.’s  USA 
Weekend  (carried  by  598 
dailies  with  a  total  circu¬ 


Life  (as  it 
looked  50 
years  ago) 
would  start 
35.5  million 
readers 
behind 
Parade  and 
trail  USA 
Weekend  by 
23.4  million. 


Aaiif-uica 


lation  of  23.4  million) 
and  Advance  Publica¬ 
tions’  Parade  (in  330 
dailies  with  a  total  circu¬ 
lation  of  35.5  million). 

To  be  a  true  national 
publication.  Life  would 
need  a  strong  presence 
in  the  top  20  markets, 
said  media  buyer  Mickey 
Marks,  president  and 
CEO  of  PHD  New' York, 
part  of  Omnicom  Media 
Group’s  PHD  Media 
Network.  And  those 
markets  often  are 
dominated  by  Parade, 
which  has  a  general 
policy  against  sharing 
the  market  with  other 
supplements.  Parade 
executives,  through  a 
spokesperson,  declined 
comment  for  this  story. 

In  Melville,  N.Y., 
Newsday  Editor  Antho¬ 
ny  Marro  said,  “I’m  not 
looking  to  drop  Parade” 
Marro,  who  hasn’t  seen  a 
prototypie  of  Life,  said  of 
supplements,  “I’m  not 
sure  you  would  need  two 
or  three  of  them.” 

And  Douglas  C. 
Clifton,  editor  of  The 


Plain  Dealer  in  Cleve¬ 
land,  Ohio,  said:  “We 
carry  Parade,  and  it’s 
quite  popular.  I  don’t 
anticipate  making  any 
changes,  but  they  lLife'\ 
haven’t  approached  us.” 

Homegrown  Sunday 
newspaper  supplements 
have  fallen  on  hard 
times  due  to  dwindling 
reader  time  and  a  prolif¬ 
eration  of  more  targeted 
media  choices.  Today, 
there  are  fewer  than  30, 
about  half  the  number  of 
20  years  ago. 

David  Altschiller,  w’ho 
consults  consumer 
advertisers  through  his 
New  York  firm 
Altschiller  Associates, 
expressed  skepticism 
about  the  viabilitj’  of 
another  general-interest 
newspaper  supplement, 
given  the  growing  pref¬ 
erence  for  targeted 
media.  “As  an  advertiser, 
I  don’t  want  to  pay  for 
lots  of  waste,  and  news¬ 
papers  offer  a  lot  of 
waste  audience,”  he  said. 

But  as  Life  itself 
shows,  magazines 


haven’t  had  it  easy, 
either.  That  Life  is  look¬ 
ing  at  a  supplement 
model  “reinforces  and 
kind  of  validates  the 
medium,”  said  Dick 
Porter,  president  and 
CEO  of  Publishing 
Group  of  America, 
whose  rural-oriented 
supplement  Amm'con 
Profile  is  carried  by  more 
than  900  dailies  and 
weeklies.  “I  think  it 
demonstrates  how' 
difficult  traditional 
magazine  life  is.”  USA 
Weekend  Publisher 
Chuck  Gabrielson  simi¬ 
larly  sees  the  Life  idea  as 
a  good  sign:  “The  more 
interest  in  Sunday  mag¬ 
azines,  the  better.” 

Nevertheless,  Porter 
acknowledged  difficul¬ 
ties  in  selling  newspa¬ 
pers  on  a  new  weekend 
magazine,  even  one 
keeping  with  the  Life 
tradition  of  rich  photog¬ 
raphy  on  heavier  stock. 
Said  Porter:  “If  they’re 
satisfied  with  Parade,  is 
there  a  need  to  pay  more 
for  Life!”  1! 


Russel  Perga- 
ment,  who  put 
established  dailies  on 
the  defense  with  the 
launch  of  free  transit 
paper  Boston  Metro 
two  years  ago, 
said  last  week  he  is 
stepping  down  as 
publisher  at  the  end 
of  the  week  to  explore 
several  opportunities. 

“I’m  restless.  I  like 
starting  companies, 
and  I  want  something 
that  I  have  a  piece  of,” 
said  Pergament,  who 
started,  and 
later  sold,  the  Tab 
weekly  group  in  1979. 
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From  first  to  last  in  Iraq? 


Editor  jumps  hurdles  to  chronicle 
late  arrivals  in  “The  Big  Mess” 

BY  DENNIS  ANDERSON 

N  March  31,  E&P  profiled  the  only  chief 
editor  in  the  U.S.  who  had  signed  on  as  an 
embed  to  cover  the  attack  on  Iraq.  Dennis 
Anderson,  50,  editor  of  the  Antelope  Valley  Press  in 
Palmdale,  Ca.,  was  then  in  training  with  the  1498th 
Transportation  Company  of  the  California  Nation¬ 
al  Guard.  He  said  he  planned  to  use  an  old  E&P 
promo  item  as  his  “embed  kit  bag,”  and  when  he 
finally  arrived  in  the  war  zone  this  month,  there  it 
was.  He  sent  us  this  dispatch  last  week. 

I  think  I'm  just  about  the  last  in  the  “chain”  of 
embedded  press,  and  remain  the  last  man  standing 
as  “innocent  editor  abroad.” 

At  the  last  moment,  some  paper-pusher  deep  in 
the  military  maze  tried  to  keep  me  off  the  flight 
after  I’d  spent  more  than  two  months  training  and 
living  with  these 
extraordinary  next- 
door-citizen  soldiers.  A 
wonderful  sergeant 
major  intervened  and 
called  in  a  two-star  gen¬ 
eral  as  an  “air  strike”  to 
get  Editor  Anderson  on 
the  plane  with  his  250- 
plus  “Battle  Buddies.” 

Nobody  on  this  side 
of  the  pond  believes  the 
fighting  is  over.  Our 
vehicles  that  return  are 
coming  back  riddled 
with  bullet  holes.  Ban¬ 
dits,  paramilitaries  and 
restive  crowds  continue 
to  take  a  casualty  toll. 

Meanwhile  my  unit, 
the  “Big  Awesome 
Truck  Company,”  is 
gearing  up  to  stage 
operations  from  Camp  Victory  halfway  between 
Kuwait  City  and  the  Iraqi  border,  trying  to  clean  up 
“The  Big  Mess.”  They  will  take  their  trucks  up  the 
Main  Supply  Route  some  400  miles  to  Baghdad. 

It’s  nice  that  the  threat  of  Weapons  of  Mass 
Destruction  was  a  genie  that  stayed  in  the  bottle. 
It’s  also  nice  that  the  massive  destruction  of  hot 
combat  is  over.  Still,  the  mood  is  tense  and  nervous. 

Most  information  gets  passed  by  the  last  guys 
who  passed  through,  and  it  tends  to  be  pretty  accu¬ 
rate.  The  shooting  continues  daily,  with  GIs  killed 
one  and  two  at  a  time,  usually  because  they  did 


something  really  stupid,  like  stop  on  the  road  for 
any  reason  at  all.  A  distressed  child  waving  in  the 
middle  of  the  road  could  be  an  ambush  setup.  This 
is  guerilla  stuff. 

A  Kuwaiti  friend  told  me,  "The  Iraqis  are  the 
most  difficult  of  all  the  Arab  peoples.  Democracy? 
They  are  not  ready  for  it.  With  them  you  need  the 
big  stick.” 

The  new  Al  Quaeda  alerts  here,  like  the  upped 
terror  alerts  stateside,  are  an  indication  that  as 
Churchill  once  said,  "This  is  not  the  beginning  of 
the  end  ...  it  is  the  end  of  the  beginning." 

To  leave  camp  we  still  wear  full  “battle  rattle” 
flak  jackets  and  Kevlar  helmets,  and  we  carry 
loaded  M-l6s.  And  for  me,  the  enjovTnent  has  been 
in  proving  the  template  of  Joe  Galloway’s  “war 
journalism  playbook”  published  in  in  March. 
Simply  eveiything  Joe  mentioned  or  advised  has 
proved  true.  Keep  your  boots  on.  Always  be  ready 
to  go.  And  living  with  soldiers  provides  some  of 
the  best  community  journalism  —  not  to  mention 
one  of  the  most  interesting  communities  to  live 


within  for  however  long  a  time. 

I  am  also  reminded  of  a  very  funny  “Doonesbury” 
strip  a  month  or  so  back,  in  which  B.D.  advises  that 
“Working  with  our  media  friends  does  create 
bonds.  I’m  expecting  the  Stockholm  Syndrome  to 
kick  in  prett>'  soon.” 

I  have  to  admit,  it  did  —  but  not  to  the  sacrifice 
of  general  objectivity.  Some  pieces  I’ve  filed  made 
the  higher  command’s  teeth  hum.  But  it’s  hard  not 
to  love  a  couple  of  hundred  Joes  and  Janes  who 
make  it  so  abundantly  clear  they  love  having  their 
story  told,  warts  and  all.  11 


Anderson  (right)  in  Kuwait,  with  Staff  Sgt.  Scott  Olson,  shows  off  his  E&P  “kit  bag” 


Metro,  one  of  two 
U.S.  editions  of 
European  transit 
paper  publisher 
Metro  International, 
grew  revenue  41% 
revenue  while 
r^ucing  operating 
losses  by  55%  in 
the  first  three  months 
of  the  year,  according 
to  a  company 
financial  statement. 

—  LUCIA  MOSES 


Newspapers  in 
Education  (NIE) 
programs  improve 
student  performance 
on  standardized  tests 
when  they  are  used 
as  teaching  tools, 
according  to  a  new 
study  conducted  for 
the  Newspaper  Asso¬ 
ciation  of  America. 

The  research,  con¬ 
ducted  by  Professor 
Dan  Sullivan  of  the 
University  of 
Minnesota,  found 
that  students  in 
schools  with  some 
NIE  programs  did 
better  than  those 
without  them. 

The  study  found 
that  low-income, 
minority  and  non¬ 
native  English-speak¬ 
ing  students  also 
benefited.  “We  have 
been  cognizant  for 
some  tinte  that  NIE 
programs  have  a 
positive  impact  on 
the  education  of 
America’s  youth," 
said  Margaret 
Vassilikos,  NAA 
senior  vice  president/ 
chief  financial  officer. 
“This  research  offers 
strong  support  for 
that  belief.” 

—  JOE  STRUPP 
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Daily  Herald  of  Arlington  Heights,  Ill., 
from  editor  of  the  Post-Tribune  in  Gary, 
Ind.  Brown  replaces  Colin  O’Donnell, 
named  vice  president  of  operations  and 
planning  in  April.  Also,  Madeleine  Doubek 
to  deputy  managing  editor  from  projects 
editor,  and  Jim  Slusher  to  assistant 
managing  editor  for  metro  news  from 
assistant  managing  editor  for  training 
and  development.  Lori  Laye  to  assistant 
controller  at  the  Rockford  Register  Star 
from  payroll  supervisor. 


NEWSPEOPLE®  EDITORANDPUBLISHER.COM 

Tony  Marcano 

Tony  Marcano,  42,  will  become  the  new 
ombudsman  of  The  Sacramento  (Calif.) 
Bee,  effective  June  16.  Marcano  is  leaving 
his  position  as  assistant  metro  editor  for 
The  New  York  Times.  His  previous  news- 
paper  experience  includes  five  years  as  a 
section  editor,  assistant  city  editor  and 
reporter  at  The  Los  Angeles  Times,  in 
addition  to  seven  years  at  the  Daily  News  in  New  York,  where 
Marcano  received  his  start  as  a  copy  boy  and  was  later  hired  as 
a  reporter.  Marcano  replaces  Sanders  Lamont,  who  is  retiring 


BY  SHAWN  MOYNIHAN 


KENTUCKY 

Louis  J.  Franck  to  research  director  for 
Landmark  Community  Newspapers,  Inc. 
in  Shelbyville,  Ky. 


NEW  JERSEY 
Richard  Gigli  to  assistant  managing  edi¬ 
tor/photo  of  The  Record  in  Hackensack 
from  director  of  the  photo  staff.  Gerard 
Luciani  to  assistant  managing 
editor/graphics  from  graphics  editor. 
Bill  Donnellon  to  business  editor  from 
Passaic/Morris  bureau  chief. 


TENNESSEE 
Scott  Sines  to  creative  director  of  The 
Commercial  Appeal  in  Memphis  from 
managing  editor  of  The  Spokesman- 
Revieu'  in  Spokane,  Wash. 


VIRGINIA 

Debra  Bourne  to  circulation  manager  of  The 
News  Virginian  in  Wavnesboro 
from  district  manager  for  The  Tampa  (Fla.) 
Tribune.  Mark  Asbury  to  managing  editor  of 
the  Culpeper  Star-Exponent  from  senior 
editor  of  SNL  Financial  in  Charlottesville. 
Sarah  Baumgardner  to 

circulation  sales  manager  of  The  Roanoke 
Times.  Hank  Wilson  to  assistant  managing 
editor  for  visuals. 


tor  of  The  Palm  Beach  Post,  West  Palm 
Beach,  from  recruitment  advertising 
manager.  Also,  Rob  RitterbUSCh  to 
classified  advertising  manager  from 
national  advertising  manager,  John  Berry 
to  national  advertising  manager  from 
business  development  sales  manager, 
and  Steve  Waxelbaum  to  retail  advertising 
manager/bureau  offices  from  retail  sales 
manager/Delray  bureau. 


CALIFORNIA 
David  Satterfield  to  assistant  managing 
editor  for  business  at  the  San  Jose 
Mercury  News,  where  he  had  been 
business  editor.  Vindu  Goel  moves  to  busi¬ 
ness  editor  from  deputy  business  editor. 


COLORADO 

Wayne  Holdron  to  circulation  manager  for 
MetroWest  Newspapers,  Brighton,  Colo. 


CONNECTICUT^ 

^  He  replaces  Don 

Rowley,  who  was  recently 
named  president  and  publisher 
of  Flagstaff  Publishing  and  its 
affiliates,  including  The  Arizona 
Daily  Sun. 


FLORIDA 

Robb  DIsen  to  classified  advertising  direc- 


ILLINOIS 

M.  Eileen  Brown  to  managing  editor  of  the 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 


yiri/oxe  than  two  decade.s  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 


1605  Colonial  Parkway,  Suite  200  •  Inverness,  Illinois  6(X)67-47.32 
847.991.6900  •  Fax  847.934.6607  •  info@youngswalker.com 
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EDITORIAL 

UPII0IITH.li;UllL1IIIND 

Senate  Committee  hearings  reveal  some  frightening  ideas 
about  proposed  government  regulation  of  the  Canadian  press 


As  the  fcc  prepares  next 

week  to  free  U.S.  newspapers 
from  a  failed  28-year 
experiment  in  federal  regula¬ 
tion,  Canada’s  Senate  is  fitting  Canadian 
papers  for  government  handcuffs. 

Intoning  earnest  code  words  that  could 
not  disguise  a  lust  to  burden  another 
industry’  with  that  uniquely  Canadian 
brand  of  smothering  paternalism,  the 
Standing  Senate  Committee  on  Transport 
and  Communications  kicked  off  a  series 
of  public  hearings  that  its  chairman. 

Sen.  Joan  Fraser,  promised 
would  “examine  the  quality 
and  diversity  of  news  and 
information  Canadians 
need  and  deserve.” 

For  students  of  Canada’s 
cyclical  obsession  with 
media  concentration,  the 
hearings  so  far  have  been  a 
nostalgic  parade  of  one-hit 
wonders.  Fraser  even  sum¬ 
moned  Tom  Kent,  who  in  1981  headed 
the  mother  of  all  Canadian  media  investi¬ 
gations,  the  Royal  Commission  on  News¬ 
papers.  As  Christina  Spencer  recalled  in 
a  recent  Toronto  Star  op-ed  column,  the 
commission  drafted  a  “Canada  Newspa¬ 
per  Act,”  that,  among  other  odious  ideas, 
would  have  given  government  the  power 
to  decide  who  could  own  a  newspaper, 
and  forced  all  editors  to  answer  to 
something  called  a  “Press  Rights  Panel.” 

Kent’s  vision  of  a  federalized  newsroom 
police  was  too  much  even  for  Canada’s 
many  Nanny  State  enthusiasts,  but  he 
had  some  new  ideas  for  Fraser’s  Senate 
hearing.  These  included  a  proposal  for¬ 
bidding  chain  publishers  from  establish¬ 


ing  a  single  editorial  policy  for  all  their 
papers.  Another  witness,  former  Canadi¬ 
an  Broadcasting  Corp.  Chairman  Patrick 
Watson,  seriously  suggested  the  govern¬ 
ment  start  its  own  national  daily  paper. 

This  most  recent  angst  about  concen¬ 
tration  seems  to  stem  from  irritation  at 
Israel  “Izzy”  Asper’s  CanWest  Global 
Communications  Inc.,  Canada’s  largest 
owner  of  television  and  radio  stations, 
and,  since  2000,  the  publisher  of  some 
100  former  Hollinger  Inc.  new'spapers. 
Asper  has  proved  to  be  the  George 

Steinbrenner  of  Canadian 
newspapers,  firing  popu¬ 
lar  managers  and  impos¬ 
ing  editorial  ideas  in  a 
heavy-handed  manner. 

Before  CanWest,  the 
sizable  holdings  of 
Hollinger  and  Thomson 
Corp.  were  somehow 
portrayed  as  a  threat 
to  Canadian  liberty. 

Both  are  now  out  of  the  Canadian 
newspaper  business  —  and  CanWest  has 
been  unloading  some  papers,  too. 

In  a  process  that  will  be  familiar  to  any 
observer  of  the  U.S.  newspaper  industry, 
upheavals  among  the  Canadian  chains  are 
spaw'ning  new'  groups.  Ironically,  these 
upstarts  have  one  thing  in  common:  their 
business  models  all  reject  the  “conver¬ 
gence”  strategy  of  purchasing  radio  and 
TV  stations.  This  creative  destruction,  as 
the  economists  call  it,  is  Canada’s  best  as¬ 
surance  of  a  vigorous  and  free  newspaper 
press.  The  Canadian  Senate,  a  body  of 
unelected  members,  should  find  some 
other  hobbyhorse  —  and  let  the  news 
media  concentrate  on  their  business. 


The  ‘Canada 
Newspaper  Act’ 
would  allow 
the  government 
to  decide  who 
could  OUT!  one. 
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BY  MARK  FITZGERALD, 
LUCIA  MOSES  &  JOE  STRUPP 


As  the  JOA  threatens  to  turn  D.O.A., 
two  Seattle  newspapers  —  and  some 
outsiders  —ponder  their  next  moves. 


JANUARY  13,  1981,  WAS  NOT  A  FRIDAY,  BUT  THE  JOINT  OPERATING  AGREEMENT 
(JOA)  signed  that  day  by  the  Seattle  Times  Co.  and  Hearst  Communications  Inc. 
was  clearly  born  under  a  bad  sign.  That  day,  Hearst’s  Seattle  Post-Intelligencer 
and  The  Seattle  Times,  owned  50.5%  by  Blethen  family  members  and  49.5% 
by  Knight  Bidder,  pledged  to  share  the  costs  and  profits  of  publishing  their 
papers  jointly  until  at  least  the  year  2031.  As  recently  as  four  years  ago,  relations  between 
the  papers  were  sufficiently  businesslike  that  they  agreed  to  extend  the  JOA  to  2083.  Now, 

it’s  quite  possible  the  J OA  will  be  gone 
by  Oct.  29,  2004.  Seattle  Times  Co. 
CEO  Frank  A.  Blethen  has  formally 
filed  a  “loss  notice”  asserting  his  paper 
has  lost  money  for  the  past  three  years,  triggering  an  18-month  period  in  which 
both  sides  must  either  negotiate  the  folding  of  the  one  of  the  papers,  or  wait  until  the  JOA 
automatically  terminates  after  what  would  be,  coincidentally,  13  star-crossed  years. 

The  Seattle  JOA  mess  has  landed,  not  surprisingly,  in  a  downtown  courtroom.  On  May  9, 
King  County  Superior  Court  Judge  Greg  Canova  refused  Hearst’s  request  to  stop  the  clock 
on  the  18-month  period  despite  affidavits  from  P-I  executives  that  the  paper  would  be 
grievously,  perhaps  fatally,  wounded  if  it  were  forced  to  publish  outside  of  the  JOA. 
Virtually  all  the  hard  assets  of  the  JOA  —  the  printing  presses,  packaging  equipment, 
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circulation  trucks,  and  business  offices  — 
are  owned  by  Blethen’s  Times. 

After  angiy  bursts  of  rhetoric  and  a  flurry 
of  motions  and  countermotions  that  began 
in  late  April,  both  sides  have  been  relatively 
quiet  as  they  await  the  July  18  hearing 
before  Judge  Canova,  on  Hearst’s  contention 
that  the  Times  cannot  trigger  the  loss  notice 
because  any  losses  were  caused  by  extraordi- 
nar\'  events  like  the  49-day  strike  during  the 
2000  Christmas  shopping  season  and  the 
dot-com  collapse  that  sent  Seattle’s  economy 
into  a  deep  recession.  These  types  of  things, 
Hearst  claims,  are  specifically  e.xempted 
from  the  three-year  loss  calculation  by  the 
JOA  contract’s force  majeure  clause. 

Watching  all  these  machinations  from  the 
sideline  is  Knight  Bidder.  Its  sizable  stake  in 
the  Times  is  nevertheless  1%  shy  of  having 
tmy  control  over  the  pap)er,  or  the  JOA. 

This  rest  period  is  a  good  time  to  ponder 
how  events  could  play  out  in  Seattle.  What 
follows  is  a  series  of  those  scenarios,  with  an 
evaluation  of  how  likely  or  unlikely  they  are 
to  emerge  from  this  most  tumultuous  of  the 
country’s  dozen  current  J OAs.  @ 


SCENARI0 1 

The  JOA  survives  (yeah,  right), 


direct  the  newspap)ers  to  continue  their 
dysfunctional,  yet  contractual,  agreement 
and  keep  on  publishing  as  they  have.  The 
court  could  find  that  Blethen’s  claim  of 
three  years  of  losses  is  unfounded,  or  that 
the  losses  were  not  based  on  a  normal 


Sometimes  the  fjvsiest  thing  to 
do  in  business  is  nothing,  and  there 
is  a  chance  The  Seattle  Times  and 
Seattle  Post-Intelligencer  will  do  just  that. 
A  judge  could,  for  several  reasons,  stop  the 
18-month  clock  on  the  JOA  talks  and 
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He  also  con- 
tends  that  the 

close  working  ^ 

relationship  that  is  /\\'*"  \T 

required  between  y  ^ 

the  two  papers  \ 

would  be  difficult 
to  maintain  on  a 

daily  basis  if  one  Ovjl:-== 

wants  out. 

forced  to 

because  the  Times 

claim  of  losses 

determined  to  be 

unfounded,  some 

believe  the  paper  would  be  able  to 

prove  losses  in  coming  years  to  trigger 

the  provision  to  end  the  JOA  then. 

“So  even  if  the  court  throws  out  the  loss 
notice  for  2000  or  2001,  they  could  keep 
trying  it  again  for  2003  or  2004,”  says 
Liz  Brown,  administrative  officer  for 
the  Pacific  Northwest  Newspaper  Guild 
local  37082,  which  represents  employees 
of  both  papers. 

Brown  also  points  to  the  circulation 
differences  at  the  two  papers,  which  are 
going  in  opposite  directions,  with  the 
Times  regularly  gaining  —  and  the  P-1 
continuing  to  drop.  The  most  recent 
FAS-FAX  from  the  Audit  Bureau  of 
Circulations,  which  reported  average 
dailv  circulation  for  the  six  months 


business  climate  and  would  likely  not 
continue  —  and  determine  that  the  JOA 
keeps  going. 

The  U.S.  Justice  Department  could 
also  intervene  and  keep  the  JOA  in  place 
until  a  buyer  for  one  of  the  papers  is 
sought,  continuing  the  newspaper 
marriage  for  at  least  a  year  or  so. 

But  while  either  of  those  events  may 
keep  the  JOA  alive  longer  than  another 
18  months,  the  chances  of  the  hookup 
continuing  through  its  remaining  80 
years  are  slim,  observers  say.  “In  the 
long  run,  one  of  them  is  going  to  go 
out  of  business,”  says  Stephen  Lacy,  a 
professor  of  journalism  at  Michigan 
State  University  and  a  JOA  expert. 

“Most  JOAs  do  not  go  the  length  of  the 
contract.  It  is  difficult  to  force  a  company 
to  keep  a  firm  open  if  it  wants  to  close, 
especially  if  it  is  losing  money.” 

Stephen  Barnett,  a  law  professor  at  the 
University  of  California,  Berkeley,  who 
has  studied  JOAs,  agrees.  He  says 
Blethen  and  Hearst  are  already  at  war 
and  would  likely  find  a  way  to  break 
up  in  a  few  years,  even  if  they  were 
forced  to  keep  going  (for  the  sake  of  the 
kids)  for  the  moment.  “Given  the  state 
of  quasi-warfare  between  these  parties, 
it  seems  unlikely,”  he  says  about  the 
prospect  of  the  JOA  continuing.  “When 
one  spouse  has  gone  to  court,  the 
marriage  usually  doesn’t  last.” 


ended  March  31,  shows  the  Times  rising 
nearly  5%,  to  239,468  from  228,387 
a  year  earlier  while  the  P-I  continues  to 
plummet,  down  more  than  5%  to  155,813 
from  164,272  over  the  same  period  in  the 
last  year  alone.  “There  is  a  circulation 
level  that  you  reach  where  you  go  into  a 
death  spiral,”  Brown  says.  “That  could 
happen  at  the  P-I  if  the  JOA  is  forced 
to  continue,  and  then  they  would  have 
to  close.” 

Alex  MacLeod,  the  Times'  managing 
editor  who  is  retiring  at  the  end  of  June, 
also  points  to  the  growing  circulation  gap 
as  a  sign  of  a  likely  P-I  shutdown  if  the 
JOA  goes  on.  “That  is  fairly  significant 
evidence  of  what  is  going  on  here,”  he 
says.  “The  P-I  is  falling  dramatically.”  11 


asks  Lacy,  “is  there  enough  reward  at  the 
end  of  the  battle  to  justify  spending  the 
money?  I  would  look  seriously  at  closing 
the  paper.  But  this  is  where  the  idiosyncrat¬ 
ic  nature  of  a  company  comes  in.” 

Most  people,  Latw  observes,  “would  not 
take  that  risk,  especially  because  the 
advertisers  would  want  to  go  to  the  higher- 
circulation  paper,  the  Times  in  this  case, 
because  the  cost-per-thousand  would 
be  better.” 

UC-Berkeley’s  Barnett  agrees,  but  adds 
Hearst  might  seek  to  buy  out  the  Times 
and  take  control  of  the  market  (see  Sce¬ 
nario  5),  especially  if  the  Times  continues 
to  lose  money.  “If  Hearst  can’t  do  that,  I  see 
no  other  alternative  than  Hearst  taking 
the  money  and  running,”  he  .says.  “Major 
publishers  like  Hearst  are  not  into  same- 
cify’  competition.”  (Hearst  officials  declined 
to  comment  for  this  story.) 

Guild  leader  Brown  also  expects  a  P-I 
shutdown  during  the  18-month  timeline. 
“But  it  depends  on  how  much  Hearst  wants 
to  stay  in  Seattle,”  she  cautions.  0 

{Feature  section  continues  on  Page  21} 


SCENARIO  2 

The  ‘P-I’  throws  in  the  towel,  and  Hearst  then  collects 
32%  of  the  JOA’s  profits  for  the  next  80  years. 


salvage  their  business  interest  in  Seattle  are 
slim  to  none. 

Given  the  option  of  closing  on  their  own 
within  the  18-month  timeline  —  and 

collecting  a  share  of 
the  Seattle  Times' 
profits  tor 
eight  decades  —  or 

'  striking  out  on  their 

^  own  without  JOA 

fl  support, with 

S  (  ]  circulation  falling 

X  f  ^  and  failure  likely, 

^  3  ^  the  first  option  seems 

^  painful. 

“If  I’m  Hearst  and 
my  option  is  to  shut 
down  and  get  the 
money  or  invest  in  a 
long-term  battle,” 


SINCE  Hearst  is  claiming  that  it 
could  not  survive  without  the  JOA, 
the  chances  of  the  /’-/owners  letting 
the  18-month  clock  end  without  a  way  to 
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-FEATURES  AVAILABLE- 


ASTROLOGY 


LOOKING  FOR  A  CLEAR-HEADED, 

practical  and  philosophical  astrology  column? 
Planet  Waves  by  Eric  Francis,  seven  years 
running,  wvvw.planetwaves.net 

_ MOVIE  REVIEWS _ 

MOVIE  REVIEWS  with  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate: 
(914)  967-5353  cineman@frontiernet.net 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/1909)  929-1 169 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 

PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on  or  for 
ad  sales  reps  who  want  to  move  up.  Visit: 
www.PublishingOpportunity.com 
for  more  information  or  call  Allen  at: 

(800)  941-9907.  ext.  11 

NEWSPAPER  APPRAISERS 

FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co..  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 

NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  I, vi 
Newspapers  .  ! 

Check  our  references 
( 2 1 4  >  265-934MI 
Kackeiil>aclic*r  IVIeclia 


C.  BERKY  &  ASSOCIATES.  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)3684352 
123  NW  13th  St..  Suite  214-7 
Boca  Raton,  FL  33432 

NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


America's  Leading  Brokers  •  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MO  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
www.mediamergers.com 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/^idwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 
Bill  Eubank,  Southwest/South 
(832)  594-8263 
Mike  Bradley,  New  England 
(508)  563-2835 
www.mediamergers.com 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers’ 

(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE,  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales.  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 
Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

NEWSPAPERS  FOR  SALE 

ESTABLISHED  (1967)  MEDICAL  Journal 

Worldwide  monthly  subscribers.  Debt-free. 
Opening  bid  $130,000.  For  sample  write 
P.O.  Box  11 147,  Chicago  60611 

NEWSPAPER  APPRAISERS 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

John  (  rihh  *  Jint  Hicks  TT^ 

Tom  Karavakis  •  Gary  Greene  I  1^  I  1^ 

&  ASSOCIATES 


Publication  Brokaraga  A  Appraisal 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


www.editorandpublisher.com 


NEWSPAPERS  FOR  SALE 


NATIONAL  AWARD  WINNING  weekly  bilin¬ 
gual  newspaper  in  one  of  the  fastest  growing 
U.S.  Hispanic  markets.  Highly  respected 
staff.  Unlimited  growth  potential.  Contact 
Jack  Zollinger,  business  broker,  at  (239) 
596-8200  or  email  info@vrnaples.com. 

NORTH  TEXAS  WEEKLY,  good  demo¬ 
graphics,  gross  with  printing  near  $300K, 
bargain  at  S175K.  Also  others.  Bill  Berger. 
Associated  Texas  Newspapers  (512) 
476-3950.  1801  Exposition,  Austin,  TX 
78703. 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


_ ^L411J100M _ 

BUY/SEU/AU  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/(3uipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors.  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 

NEWSRACKS 


M  Now  (800)  243-3999 
Fix  (818)  784-5372 

NATIONAL  NEWSVEND 

7324  Greenbusli  Avenue 
NN,  ZA,  91805 


4/U  1987  HARRIS  V-25  w/JF4  folder 
w/double  parallel  w/TQF-2  qtr  folder;  all  cyl¬ 
inders  reconditioned  and  new  bearers  in 
2000;  Count-O-Veyor;  Mosca  strapper;  can 
be  seen  running;  must  sell;  best  offer,  call 
John  Newman,  913-638-1040 

SELLING,  REBUILDING. 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 
(913)  492-9050  or  (913)  492-6217 
www.inlandnews.com 


-EQUIPMENT  aSUPPLIES- 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (815)  6482856 

PRESSES 

•  Goss  3:2  Folders  23  9/10’,  22  3/4’, 

22’,  21  1/2”,  21’ 

•  New  or  Rebuild  Goss  R.T.P.  42’  -f  45’ 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax;  (323)  256-7607 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


Metro  News  Service.  Inc. 
Nationwide  TELEMARKETING 
’’(’RE  PAID  Experts” 

Horace  Southward/Eric  Southward 
(800)  9588475*www.metro-news.com 

HEADLINE  PROMOTIONS.  INC. 

Cold-Calling  Specialists. 
Programs  Include: 

•  Starts  •  Stop-Saver  •  Verification 

(800)  2689823 
Dennis  McQuillan 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
(Quantity  sales!  Phone:  (732)  7385100 
FAX:  (732)  7385115 
E-mail:  mpiOnMrkelingplusinc.cotn 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

NEWSPAPER 

TELESALES 

LEVIS 

(800)  884-9511 

Email:  DickLevis@Telespherel.com 
or 

www.Telesphere  1  .com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7786397 

WWW.PROSTARTS.COM 

WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 
www.westparkdirect.com 

COMPLrTER  SOFTWARE 

SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 
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-INDUSTRY  SERVICES- 


CONSULTANTS 


Improve 

your 

profit 

ability 


Consultant* 
to  Amorica't 
premier  newspapers 
newspaper  companies 
and  associated  industries 


8S8.408.389t  www.denardoconsulttng.com 


ILLUSTRATOR/GRAPHIC 

ARTIST 


“Save  Money!  Affordable  made-to-order 
graphics  and  Illustrations  at 
www.dailynewsgraphics.com/ep 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 
www.pressroomcleaners.com 


-HELP  WANTED- 


ADVERTISING 


CLASSIFIED  ADVERTISING  DIRECTOR 

The  Fresno  Bee,  Central  California's  leading 
newspaper,  is  looking  for  an  experienced 
Classified  Advertising  Director  to  manage 
the  sales  operation  and  the  marketing  efforts 
of  our  classified  sales  teams.  The  successful 
candidate  should  have  strong  leadership, 
presentation  and  organizational 
skills  and  the  ability  to  handle  multiple  proj¬ 
ects  and  deadlines. 

Applicants  should  be  well  versed  in  direct 
marketing,  niche  product  and  online  sales 
plus  have  three  years  newspaper  sales 
management  experience  with  a  proven 
track  record  of  increasing  sales  revenue. 
Competitive  benefit  and  salary  package.  To 
apply,  send  resume  and  cover  letter  to: 
The  Fresno  Bee,  Julie  Porter,  Human  Re¬ 
sources  Department,  1626  E  Street, 
Fresno,  CA  93786.  All  offers  of 
employment  are  contingent  upon  successful 
completion  of  a  drug  test. 

E-mail:  resume@fresnobee.com 


NE^^makslkdlfjmnct 


-HELP  WANTED- 


ACADEMIC 


VISITING  PROFESSOR 
Visual  &  Interactive 
Communications  Department 
S.l.  Newhouse  School  of  Public 
Communications 

The  S.l.  Newhouse  School  of  Public  Com¬ 
munications  at  Syracuse  University  an¬ 
nounces  a  fulltime  Visiting  Professor  position 
beginning  August  2003  to  teach  visual 
communications.  Appointment  is  for  the  ac¬ 
ademic  year  2003-04  with  the  possibility  of 
renewal.  Candidates  must  be  capable  of 
teaching  general  and  specialized  courses  in 
graphics  and  imagery  in  a  communications 
context  to  undergraduate  and  graduate  stu¬ 
dents.  A  Master’s  degree  in 
communications  or  related  field  and/or  sig¬ 
nificant  professional  experience  is  required. 
Prior  experience  teaching  at  the  college  level 
is  preferred.  Knowledge  of  the  use  of  ty¬ 
pography,  images  and  design  in  the  media 
is  required.  Area  of  specialization  is  open  to 
any  media  field  such  as  news  design,  adver¬ 
tising  art  direction,  corporate  communica¬ 
tions  or  interactive  media.  Skills  needed, 
but  not  limited  to,  professional  experience 
producing  visuals  for  the  media.  Candidate 
should  be  prepared  to  present  a  portfolio  of 
his  or  her  visual  communications  work  or 
work  produced  under  his  or  her  supervision. 
Application  reviews  begin  immediately  with 
the  appointment  made  no  later  than  August 
4,  2003.  To  apply,  please  send  a  letter  of 
interest,  resume  and  the  names,  title  and 
telephone  numbers  and/or  E-mail 
addresses  of  three  references  to:  Dr.  Anthony 
R.  Golden,  Chair,  Visual  &  Interactive 
Communications  Department,  S.l. 
Newhouse  School  of  Public 
Communications,  Syracuse  University,  215 
University  Place,  Syracuse,  NY 
13244-2100.  Syracuse  University  is  an  Af¬ 
firmative  Action/Equal  Opportunity 
Employer. 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 
Explore  your  potential!  The  Reno  Gazette- 
Journal  is  seeking  an  experienced  advertising 
manager  to  be  responsible  for  all  aspects  of 
managing  and  selling  classified  advertising, 
including  the  hiring,  training  and 
motivation  of  the  sales  staff;  developing 
new  business  strategies;  planning  and 
budgeting  of  market  segments  and  over¬ 
seeing  distribution  of  automotive  product, 
weekly  Real  Estate  Magazine,  monthly  new 
homes  magazine  and  various  other 
products.  Managing  product  launches  from 
start  to  finish,  rate  analysis  and  trending 
ability  are  all  must  have  skills  for  a  candidate 
to  be  successful  in  this  position. 

The  position  prefers  overall  general  knowl¬ 
edge  of  newspaper  operations;  motivation 
and  training  skills;  creativity  and  energy  to 
implement  a  variety  of  new  business  pro¬ 
grams;  a  solid  understanding  of  competing 
advertising  media;  and  at  least  5  years 
sales  management  experience. 

Want  to  work  with  a  winning  team  located  in 
the  eastern  foothills  of  the  Sierra  Nevada 
that  is  close  to  rivers,  lakes,  skiing,  hiking 
and  biking?  Send  cover  letter  and  resume 
to:  Carolyn  Lutts,  Human  Resources  Depart¬ 
ment,  The  Reno  Gazette-Journal,  955 
Kuenzii,  Reno,  NV  89502. 

Or  E-mail:  clutts@rgj.com 


ADMINISTRATIVE 


COMMERCIAL  PRINTING 
DIVISION  MANAGER 

Leader  Printing,  a  division  of  Eau  Claire 
Press  Company,  has  an  opening  for  a 
full-time  division  manager  for  a  small,  com¬ 
bination  sheet-fed,  web  operation  that  also 
has  mailing  services  capabilities. 

Qualified  candidates  must  possess  a 
proven  record  for  managing  the  profit  and 
loss  for  commercial  printing,  or  other  divi¬ 
sion;  the  ability  to  manage  the  sales  and 
services  provided  by  the  division,  and  su¬ 
pervise  the  daily  operations  of  the  division. 
Sales  and  marketing  experience  is  preferred. 
Public  relations,  knowledge  of  Pinnacle  soft¬ 
ware  and  estimating  experience  is  helpful. 
A  valid  driver’s  license  with  an  acceptable 
record  is  required.  Must  have  a  working 
knowledge  of  computers,  possess  excellent 
oral  and  written  communication  skills,  and 
be  able  to  work  independently  with 
minimum  supervision. 

Benefits  include  employee  retirement  plan, 
health,  dental,  life,  short-term,  and 
long-term  disability  insurance,  paid  time  off, 
and  Section  125  Flexible  Spending.  A 
pre-employment  drug  test  is  required. 

Please  send  letter  of  introduction,  resume, 
references,  and  salary  history  (a  must)  in 
confidence  by  May  30th,  2003  to: 

Wipfli  Ullrich  Bertelson  LLP 
Attn:  Commercial  Printing  Division  Manager 
P.O.  Box  690 

Eau  Claire,  Wl  54702-0690 
E-mail:  resume@wipfli.com 
Equal  Opportunity  Employer 


ADVERTISING 


EXPERIENCED  ADVERTISING  MANAGER 
needed  for  regional  office  of  Pittsburgh’s 
27  year  old,  750,000  circulation 
Pennysaver.  Your  great  attitude,  track  record 
of  growing  revenue,  and  experience  in 
building  and  training  a  strong  sales  staff 
could  put  you  in  an  empty  seat  vacated  by 
a  recent  promotion.  E-mail  your  resume  to 
t.benson^rinity-pgh.com  or  fax  it  to: 

Ted  Benson,  Publisher,  The  Pennysaver 
(412)  243-9182 


CLASSIFIED  CALL  CENTER  MANAGER 
Contra  Costa  Newspapers,  a  Knight  Ridder 
publication  located  in  Walnut  Creek,  Califor¬ 
nia,  is  seeking  a  high  energy  to  manage  the 
Call  Center  for  their  190,000  circulation 
daily. 

The  successful  candidate  must  have  a  proven 
track  record  in  managing  the  day-to-day 
sales  process  in  a  high  volume  phone  room 
environment.  Ability  to  motivate,  hire,  tram 
and  manage  staffing  levels  to  minimize  call 
abandonment  and  increase  sales  per  order 
is  required. 

If  you  are  a  career-minded  individual  who 
exoects  results,  please  contact  us  today! 
We  offer  a  comprehensive  benefits  package 
including  401(k).  We  are  an  EOE. 

Submit  resume  and  salary  history  to: 

CCN  Human  Resources 
P.O.  Box  5088,  Walnut  Creek,  CA  94596 
Or  E-mail:  jobs@cctimes.com 


ADVERTISING 


INSIDE  CLASSIFIED  MANAGER  position  in 
Southern  Arizona.  Go  to: 
wvirw.svherald.com/classifieds 
use  keyword  search  manager  for  details. 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 


INTERNET  ADVERTISING 
ACCOUNT  EXECUTIVE 

The  New  Media  department  of  the  Naples 
Daily  News  has  an  immediate  opening  for  a 
New  Media  Account  Executive.  The  ideal 
candidate  will  have  a  proven  track  record 
closing  business  and  prospecting  new  cli¬ 
ents,  have  the  ability  to  consistently  meet 
and  exceed  sales  goals  with  minimal  super¬ 
vision  and  be  a  motivated  self  starter.  The 
New  Media  Account  Executive  must  be  cus¬ 
tomer  service  oriented,  possess  excellent 
oral  and  written  communication  skills  and 
be  proficient  in  MS  Office  software  applica¬ 
tions.  Knowledge  of  Internet  advertising  and 
print  display  sales  experience  is  preferred. 
Interested  candidates  should  send  resume 
and  salary  history  in  word  format  to: 

Bruce  Hassy,  New  Media  Director 
bmhassy^aplesnews.com 
Or  fax:  (239)  262-5497 


NEWSPAPER 

ADVERTISING  SALES  DIRECTOR 
Lebanon  Publishing  Company,  a  group  of 
daily  and  weekly  newspapers  in  middle  Ten¬ 
nessee,  needs  an  advertising  director  to 
lead  a  team  of  8  in  retail  and  classified. 

Ideal  candidate  will  have  proven  record  of 
outstanding  newspaper  sales  ability,  team 
leadership,  classified  and  retail  knowledge, 
sales  training  and  creativity. 

Innovative,  fast  paced  and  in  the  number 
one  growth  area  in  Tennessee,  this  market 
will  double  in  local  retail  sales  in  the  next 
five  years.  We  need  a  leader  who  can  meet 
aggressive  budgets  in  a  high  growth  envi¬ 
ronment,  stay  ahead  and  beat  the  competi¬ 
tion. 

Competitive  salary,  full  benefits  with  401  (k), 
bonus  and  commissions  for  the  person  who 
can  make  it  happen.  Please  fax  resume  and 
cover  letter  with  salary  history  to  (615) 
444-1358  or  send  to  Lebanon  Democrat, 
Ad  Director  Search,  P.O.  Box  430, 
Lebanon.  TN  37088. 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 
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-HELP  WANTED- 


ADVERTISING 

ADVERTISING 

ADVERTISING 

CIRCULATION 

THE  GWINNEH  DAILY  POST,  a  65,000 

KEY  ACCOUNTS  MANAGER 

The  News-Journal  is  an  established  family 

CIRCULATION  DIRECTOR 

daily  in  one  of  the  nations  fastest  growing 
and  affluent  counties  in  NE  Atlanta,  is  looking 
for  a  motivated,  experienced  sales  pro¬ 
fessional  to  be  part  of  an  expanding  major 
accounts  team.  The  qualified  individual 
would  be  responsible  for  the  Home  Im¬ 
provement,  Healthcare,  Cellular,  and  Auto 
aftercare  markets  that  generated  over 
$700,000  last  year.  Presentation  and  cold 
calling  skills  are  key.  We  offer  a  generous 
base  salary  and  a  strong  commission  plan. 
E-mail  resume  to: 

janet.mccray@gwinnettdailypost.com 

RETAIL  ADVERTISING  MANAGER 
Come  live  and  work  in  the  beautiful 
Pacific  Northwest! 

The  Albany/Corvallis  Oregon  area,  home  of 
Oregon  State  University,  a  regional  medical 
center  and  diverse  economy,  is  a  dynamic 
community  noted  for  its  high  quality  of  life 
and  arts  and  recreational  opportunities. 
We’re  an  hour  away  from  the  Pacific  Ocean, 
the  Cascade  Mountains  and  the  Northwest’s 
fabled  forests. 

The  Albany  Democrat-Herald  and  Corvallis 
Gazette-Times  (combined  daily  circulation  of 
31,000-1-)  is  looking  for  an  experienced 
sales  leader  that  can  guide  a  good  sales 
staff  to  excellence.  This  is  a  department 
head  position  that  reports  directly  to  the 
Publisher  and  serves  as  a  member  of  our 
managing  team. 

Position  Requirements: 

Successful  candidate  will  have  (1)  a 
minimum  of  two  years  sales  management 
experience  in  a  daily  newspaper  and  (2) 
demonstrated  prior  success  in  growing  rev¬ 
enue  through: 

•Increasing  active  accounts  and  reducing 
churn 

•  Growing  contracted  accounts 

•  Exercising  pricing  discipline  and  maximizing 
opportunities 

•  Identifying  and  growing  key  categories 

•  Measuring  and  growing  market  share 
•Intense  sales  management  practices  in¬ 
cluding  training,  development  and  results 
management. 

We  are  a  Lee  Enterprises  newspaper,  a 
leader  in  the  industry  in  sales  and 
marketing,  emphasizing  strong  local  journal¬ 
ism  as  our  foundahon  for  success. 

We  are  an  equal  opportunity  employer  offer¬ 
ing  a  full  benefits  package  including 
medical,  dental,  vision,  life  insurance,  gen¬ 
erous  401(k),  employee  stock  purchase 
and  paid  vacahon. 

Please  submit  resume  and  salary  require¬ 
ments  to:  The  Albany  Democrat-Herald,  HR 
Dept.,  P.O.  Box  130,  Albany,  OR 
97321-0041  or  E-mail  to; 

Linda.powell@lee.net 


“Making  the  simple  complicated  is 
commonplace:  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that’s  creativity.” 

-  Charles  Mingus 
www.editorandpublisher.com 


We  need  a  sales  professional  to  develop  a 
new  classification  of  clients  for  our  47  daily 
newspaper  owners.  Strong  sales  presenta¬ 
tion  skills  and  ability  to  work  with  research 
to  propose  concepts  and  solutions  is  crrtical. 
Must  be  able  to  travel  up  to  two  weeks 
a  month.  Must  have  experience  selling  media 
at  a  high  level  with  clients  and  advertising 
agencies. 

Florida  Newspaper  Advertising  Network  is  a 
sales  and  service,  not  for  profit,  company 
owned  and  operated  by  all  of  Florida’s  and 
South  Georgia’s  daily  newspapers.  Our  mis¬ 
sion  IS  to  sell  incremental  new  advertising  in 
our  member  newspapers  to  selected  adver- 
hsers. 

Please  send  your  resume  to: 

Florida  Newspaper  Advertising  Network 
Attn.  Bob  Berry 

633  North  Orange  Avenue  MP  601 
Orlando,  FL  32801 
Or  fax  to  (407)  4206102 

RETAIL  ADVERTISING  MANAGER 
Major  Northeast  daily  is  searching  for  a 
highly  motivated  leader  to  direct  our  national, 
retail  and  new  business  sales  efforts. 
The  primary  responsibilities  of  this  position 
include  developing  the  retail  sales  manage¬ 
ment  team,  maintaining  existing  relationships 
with  major  and  regional  advertisers, 
overseeing  all  advertising  accounts,  pro¬ 
moting  growth  of  the  existing  account  base, 
and  staff  development.  Candidates  should 
possess  a  successful  history  of  increasing 
ad  revenue  in  a  competitive  market,  excellent 
presentation  skills,  management  background 
and  extensive  advertising  sales 
skills.  Reports  to  advertising  director.  Send 
resume  and  salary  history  to: 

Box  3379,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
NewYork,  NY  10003 

WEEKLY  specialty  newspaper  with  upscale 
clients  needs  experienced  ADVERTISING 
MANAGER  to  lead  and  inspire  sales  staff  of 
5.  Classified  and  Display.  Handle  major  ac¬ 
counts  and  assist  publisher.  NJ  based. 
Send  resume  and  salary  requirements  to: 

Box  3378,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

EDITORIAL 


owned  100,000  plus  circulahon  daily  news¬ 
paper  in  search  of  the  following: 

CLASSIFIED  ADVERTISING  MANAGER 
We  are  currently  seeking  a  motivated, 
self-starting,  detail  oriented  person  to  man¬ 
age  our  classified  advertising  department. 
A  positive  attitude  and  professional  demeanor 
is  essential  along  with  the  flexibility 
to  lead  the  classihed  department,  which 
consists  of  inside  and  outside  sales.  Position 
requirements  include  but  are  not 
limited  to,  strong  management  and  training 
skills,  in-depth  knowledge  of  classified  ad¬ 
vertising,  preparing  annual  expenses  and 
budgets,  marketing  presentations  and  im¬ 
plementing  revenue  generating  sales  carrv 
paigns  and  the  flexibility  to  work  in  a  rapidly 
changing  environment.  A  college  degree  is 
preferred  with  a  minimum  of  5  years  classi¬ 
fied  management  experience.  Excellent  or¬ 
ganizational  and  verbal  skills  are  a  must. 
SPECIAL  SECTIONS/ 

NATIONAL  ADVERTISING  MANAGER 
Ideal  candidate  must  possess  a  solid  back¬ 
ground  in  generating  revenue  and  creative 
marketing  strategies  with  National  Account 
and  Special  Sections.  A  college  degree  is 
preferred  with  a  minimum  of  5  years  of  rele¬ 
vant  experience. 

REGIONAL  ADVERTISING  MANAGER 
Achvely  seeking  an  individual  to  manage  our 
New  Smyrna  Beach  Regional  Advertising  of¬ 
fice.  Ideal  candidate  should  have  strong 
people  skills  and  possess  a  minimum  of  5 
years  advertising  management  experience. 
Job  duties  include  supervising  account  ex¬ 
ecutives,  managing  and  developing  adver¬ 
tising  programs.  This  position  offers  excellent 
growth  potential. 

We  provide  a  competitive  compensa*'on 
package  with  an  exceptional  benefits  pack¬ 
age  including,  401(k),  company  paid 
pension,  health  and  life  insurance.  Send  re¬ 
sume  and  income  expectations  to: 

Kathy  Coughlin,  The  News- Journal 
P.O.  Box  2831 

Daytona  Beach,  FL  32120-2831 
Fax:  (386)  253^487 
E-mail:  kathy.coughlin@news-jrnl.com 
All  inquiries  in  strict  confidence 

EDITORIAL 


MEDIATT 

MANAGEMENT  X  X 
Recruitment  Specialists 


Give  Yourself  the  Media  Management  II  Advantage 

Contact  Terry  Knust 
847.963,9300  or  mm2(@voyager.net 


Are  you  looking  for  a  beautiful  market  with 
enormous  growth  potenhal  and  a  thriving 
economy?  Then  Saratoga  Springs  is  for  you! 
We  are  looking  for  the  right  individual  to 
lead  the  circulation  department.  The  ideal 
candidate  will  have  single  copy,  home  deliv¬ 
ery  and  management  experience  and  will  be 
a  motivated  team  leader  with  creative  think¬ 
ing.  This  is  a  perfect  career  opportunity  for 
the  professional  who  is  looking  for  unlimited 
growth  potenhal. 

We  offer  competitive  salary,  bonus  plan, 
benefits  and  401(k). 

Send  resume  and  cover  letter; 

The  Saratogian 

20  Lake  Avenue,  Saratoga,  NY  12866 
Attention:  Publisher 


CIRCULATION  DIRECTOR 
The  Brattleboro  Reformer  a  10,400  daily, 
11,700  Saturday  paper,  located  in  beautiful 
Brattleboro,  Vermont  is  currently  looking  for 
a  circulation  director  to  manage  all  aspects 
of  circulation,  including  a  total  market  com¬ 
panion  publication  (circulation  60,0(X)-i-). 
The  successful  candidate  will  demonstrate 
forward-looking  management  techniques, 
coupled  with  solid  experience  in  ABC 
audits,  single  copy,  home  delivery  and  cus¬ 
tomer  service. 

This  IS  an  exceptional  opportunity  for  some¬ 
one  to  move  up  from  a  middle  level  man¬ 
agement  position  to  running  their  own  shop. 
The  Brattleboro  Reformer  is  part  of  the  Me- 
diaNews  Group  family,  the  nations  7th  largest 
media  organization.  A  highly  attractive 
salary  and  benefit  package  is  offered. 
Please  send  resume  and  compensation  his¬ 
tory  to  New  England  Newspapers,  Inc.,  Hu¬ 
man  Resources,  P.O.  Box  1171,  Pittsfield, 
MA  01202  or  E-mail  to: 

ashank@berkshireeagle.com 

CIRCULATION  DIRECTOR 
The  Progress-Index,  a  15,000  daily  in 
southside  VA,  seeks  a  Circulation  profes¬ 
sional  to  be  responsible  for  all  sales,  cus¬ 
tomer  service,  distribution  and  mailroom 
management.  Circulation  growth  and  in¬ 
creased  market  penetration  the  major  prior¬ 
ity.  Your  confidentiality  will  be  respected. 
Send  resume  to  Wesley  Rowe,  publisher. 
The  Progress-Index,  P.O.  Box  71,  Petersburg, 
VA  23804. 

_ EDITORIAL _ 

EXECUTIVE  EDITOR  for  fortnightly  Regional 
Business  Publication.  20  year  old  award 
winning  publication  is  looking  for  key  player 
for  our  organization  with  experience  m  editing 
and  management  at  a  newspaper/magazme. 
Dubes  include:  budgets,  recruiting,  training, 
story  development  and  oversight  of  all  edi¬ 
torial  projects.  Staff  of  10.  Requires  com¬ 
munity  involvement.  Seek  creative  leader 
who  pursues  excellence  with  passion  and 
enthusiasm. 

Sense  of  humor  helpful.  Good  salary  and 
benefit  package.  Send  resume,  salary  re¬ 
quirement,  references  and  sample  of  work 
to:  Baton  Rouge  Business  Report,  c/o  Pub¬ 
lisher,  P.O.  Box  1949,  Baton  Rouge,  LA 
70821. 


■THE  (NEWSPAPER  lltlDI)$TRY*S  MEETIItIG  PL.4CE - [ 

MAY  26,  2003  EDITOR  &  PUBLISHER  CLASSIFIEDS  15 


Phone:  1-888-825-9149 


CLASSIFIED  ADVERTISING  - 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLlSHER.COM 


-HELP  WANTED- 


EDITORIAL 


BUSINESS  EDITOR 

PennWell's  Advanced  Technology  Division  is 
seeking  a  business  editor  whose  main  re¬ 
sponsibilities  include  editing  and  writing 
news  stories,  and  coordinating  production 
of  WaferNews,  the  weekly  newsletter  pub¬ 
lished  by  Solid  State  Technology  magazine. 
Qualifications  include:  strong  writing/editing 
skills  in  a  newspaper-like  environment; 
strong  work  ethic  and  ability  to  meet  tight 
deadlines.  Newspaper,  newsletter,  or  related 
experience  is  preferred,  especially  business 
reporting  and  writing.  Qualified  candidates 
should  send  their  resumes  to: 

atdhr@pennwell.com 
Human  Resources  Department 
PennWell/Advanced  Technology  Division 
98  Spit  Brook  Road,  Nashua,  NH  03062 


ASSISTANT  CITY  EDITOR 
Telegraph  Herald 
Dubuque,  Iowa 

Share  in  the  responsibility  for  directing  local 
news  and  developing  our  staff  of  10  report¬ 
ers.  Bachelor's  degree  or  equivalent,  mini¬ 
mum  five  years  of  newspaper  or  related  ex¬ 
perience;  some  supervisory  experience  pre¬ 
ferred. 

Full-time  benefits  include  competitive  salary, 
employee  stock  ownership  plan,  401(k),  va- 
cation/holiday  pay,  insurance  and 
continuing  education  assistance.  If  you  want 
to  work  for  an  employee/family-owned, 
award-winning  newspaper,  please  send  a 
letter  and  resume. 

E-mail;  jobs@wcinet.com 
FAX:  (563)  588-5739. 

Mail:  Woodward  Communications  Inc.,  c/o 
Employment  Compensation  Manager,  801 
Bluff,  Dubuque,  lA  52001. 

All  qualified  applicants  are  encouraged  to 
apply.  EOE/AA 
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GENERAL  MANAGER/EDITOR 
FOR  WEEKLY  NEWSPAPER 
MediaNews  Group  is  now  accepting  applica¬ 
tions  for  a  newspaper  professional  to  assume 
the  position  of  General  Manager/ 
Editor  at  the  Brush  News-Tribune  in  Brush, 
CO. 

The  Brush-News  Tribune,  a  2,000  weekly 
circulation  newspaper  located  90  miles 
northeast  of  Denver,  has  a  proud  tradition 
of  providing  the  community  of  5,000  citizens 
with  solid  community  journalism.  The 
individual  chosen  to  fill  this  position  will  be 
expected  to  continue  and  enhance  this  tra¬ 
dition. 

This  opportunity  may  be  right  for  you  if 
you’re  ready  to  move  up  to  the  next  level  of 
responsibility  and  possess  three  to  five 
years  experience  at  a  weekly  or  daily  news¬ 
paper  with  solid  knowledge  of  newspaper 
reporting,  editing  and  pagination. 

A  management  background  and  college  de¬ 
gree  are  preferred,  but  more  importantly  a 
passion  for  newspaper  quality  and  integrity 
are  a  must. 

MediaNews  Group  believes  in  rewarding  ex¬ 
cellence  and  achievement.  The  right  candi¬ 
date  will  enjoy  a  competitive  compensation 
package  including  a  base  salary,  annual 
MBO  package,  company  benefits  and  the 
satisfaction  of  being  a  part  of  a  proud  com¬ 
munity  and  newspaper  with  the  opportunity 
for  advancement  and  promotion  within  the 
organization. 

If  you  want  to  set  the  pace,  love  to  write 
about  everyday  people,  and  are  not  afraid 
of  hard  work,  then  I'd  like  to  talk  with  you. 

Respond  no  later  than  June  6,  with  cover 
letter,  resume,  clips  and  salary  history  to: 

William  R.  Holland,  Publisher 
The  Fort  Morgan  Times 
Box  40(X),  Fort  Morgan,  CO  80701 
E-mail:  publishenOTmtimes.com 
Ph:  (970)  867-5651  Fax:  (970)  867-7448 
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MANAGING  EDITOR  -  The  Enterprise  Moun¬ 
taineer,  a  Western  North  Carolina  tri-weekly 
newspaper,  located  in  the  heart  of  the 
Great  Smoky  Mountains,  is  seeking  an  ex¬ 
perienced  leader  for  its  award  winning 
9-person  news  staff.  Position  requires 
strong  writing,  editing  and  community  orien¬ 
ted  leadership  skills.  Photography,  layout/ 
design  skills  a  plus.  Excellent  work  envi¬ 
ronment  with  good  salary  and  benefits. 
Send  resume  and  references  to:  Editor  Po¬ 
sition,  The  Enterprise  Mountaineer,  P.O. 
Box  129,  Waynesville,  NC  28786.  EOE. 

MANAGING  EDITOR:  This  alternative  weekly 
is  known  and  respected  for  prize-winning 
political  and  investigative  reports,  but  its 
bread  and  butter  is  thoughtful  cultural  jour¬ 
nalism.  This  popular  paper  has  a  small  staff 
and  relies  heavily  on  freelancers,  so  experi¬ 
ence  with  recruiting  and  grooming  freelanc¬ 
ers  will  come  in  handy.  Keep  to  a  budget, 
edit,  write  and  assign  stories,  brainstorm 
cover  design  and  put  out  the  paper  of 
choice  for  Honolulu's  hip,  smart  crowd.  The 
rewards:  decent  pay,  a  dependable,  loyal, 
humorous  staff  and  boundless  admiration 
from  the  populace.  Send  resume,  clips  to: 

lvc@honoluluweekly.com 

SPORTS  COPY  EDITOR 
The  News  &  Observer  of  Raleigh,  NC,  is  a 
1 70,000^Jaily,  208,000  Sunday  daily  news¬ 
paper  serving  the  Raleigh-Durham-Chapel 
Hill  Research  Triangle  of  North  Carolina. 
Our  sports  section  is  a  consistent  APSE 
award-winner  and  a  recent  APSE  Top  Ten 
Sunday  and  Special  Sections  winner.  Two 
to  five  years'  experience  required,  preferably 
in  sports.  Night  and  weekend  work  is  re¬ 
quired.  Familiarity  with  QuarkXPress  and 
Macintosh  preferred.  Strong  word-editing, 
style  and  grammar  skills,  and  confident  and 
creative  headline  writing  an  absolute  must. 
Send  cover  letter,  resume  and  work  samples 
to  Dan  Barkin,  deputy  managing  editor. 
The  News  &  Observer,  215  S.  McDowell 
Street,  Raleigh,  NC  27602. 

The  Charleston  (W.VA)  Gazette  is  looking 
for  an  experienced  REPORTER  to  be  part  of 
a  two-person  team  covering  West  Virginia’s 
Statehouse.  We  want  applicants  with  experi¬ 
ence,  knowledge  and  interest  in 
government,  public  affairs  and  politics.  The 
position  requires  a  reporter  with  initiative 
and  a  desire  to  beat  the  competition.  The 
Statehouse  team  reports  on  the  governor, 
the  Legislature  and  state  agencies. 

The  award-winning  Gazette  is  West 
Virginia’s  largest  newspaper  with  a  51,000 
daily  circulation,  91,000  on  Sunday.  We’re 
the  morning  newspaper  in  the  state  capital. 
We're  close  to  many  outdoor  recreation  op¬ 
portunities  from  Whitewater  rafting  to 
skiing.  We  offer  competitive  salary  and  full 
benefits,  401(k).  Send  your  resume  and 
work  samples  to  Rosalie  Earle,  managing 
editor,  The  Charleston  Gazette,  1001  Virginia 
Street  East,  Charleston,  WV  25301. 

"good  JOBS  ”  ^ 

NICE  TOWNS 

See:  www.wickcommunications.com 

JOURNALIST  at  small  daily  newspaper  in 
Paxton,  IL  for  news-sports.  Photo-darkroom 
skills  a  plus.  Resumes  to:  Paxton  Record, 
218  N.  Market  Street,  Paxton,!  60957  or 
E-mail:  paxtonrecord@iilicom.net 
Resumes  must  be  received  by  May  30th. 
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HIGHLANDS  TODAY,  a  19,421  daily  and 
23,364  Sunday  Media  General  Newspaper, 
is  seeking  an  EDITOR  to  develop,  lead  and 
coach  a  cohesive  news-gathering  organiza¬ 
tion  and  ensure  the  news  staff  work  with 
each  other.  Requires  at  least  5  years  expe¬ 
rience  as  an  editor  at  a  daily,  with  supervisory 
experience.  Experience  in  different  de¬ 
partments  of  the  newsroom  preferred. 
Leadership  skills  necessary.  Send  resume 
to  Highlands  Today,  Tina  McClelland,  pub¬ 
lisher,  231  US  27  North,  Sebring,  FL 
33870.  Fax:  (863)  382-1076. 

E-mail:  tmcclelland@highlandstoday.com 
EOE 


FINANCE 


The  Daily  Herald  in  Provo,  Utah,  a  Pulitzer 
Newspaper,  is  seeking  an  experienced 
DIRECTOR  OF  FINANCE. 

This  position  reports  directly  to  the  publisher 
and  is  responsible  for  financial  analysis, 
preparing  and  monitoring  annual  budgets, 
forecasts  and  monthly,  quarterly  and  annual 
financial  reports. 

The  Director  of  Finance  leads  a  staff  of  ac¬ 
counting  personnel  that  is  responsible  for 
all  accounting  functions  associated  with  the 
Herald,  7  weekly  newspapers  and  a  com¬ 
mercial  printing  operation. 

Must  have  solid  financial  background  with 
an  accounting  or  financial  degree.  CPA 
and/or  newspaper  experience  are  pluses. 
Must  have  excellent  oral  and  written  com¬ 
munications  skills  and  be  proficient  in  Excel. 

Competitive  salary  and  bonus  package  pro¬ 
vided.  Please  send  resume  and  salary  re¬ 
quirements  to:  Albert  J.  Manzi,  President 
and  Publisher,  P.O.  Box  717,  Provo,  UT 
84603.  E  -mail:  amanzi@heraldextra.com 


MAILROOM 


PACKAGING  &  DISTRIBUTION 

THE  COMMERCIAL  APPEAL,  the  number  one 
source  of  information  for  and  about  the 
Mid-South,  is  looking  for  the  right  individual 
to  join  the  management  team  of  our  news¬ 
paper  Production  &  Distribution  Depart¬ 
ment.  As  an  Assistant  Manager,  this  results 
oriented  person  will  use  their  experience, 
skill,  knowledge,  and  creative  problem  solv¬ 
ing  talents  to  help  program,  schedule,  ad¬ 
minister,  and  supervise  operations  in  pack¬ 
aging  and  distributing  a  quality  product  to 
our  customers  as  well  as  develop  new 
ideas.  The  right  person  should  have  signifi¬ 
cant  experience  in  mid  to  large  size  pack¬ 
aging  and  distribution  operations  or  the 
equivalent.  Knowledge  of  inserting,  packag¬ 
ing,  and  conveying  equipment;  excellent 
communications  and  interpersonal  skills; 
and  facility  with  computer  zoning  and  distri¬ 
bution  software  make  up  the  balance  of 
skills  needed  for  the  right  candidate.  As  a 
leading  property  in  the  E.W.  Scripps  media 
group,  we  offer  very  competitive  compen¬ 
sation,  benefits,  and  work  conditions. 

Please  send  detailed  resume  to: 

Charlotte  Cranford 
Attn:  Assistant  Packaging 
and  Distribution  Manager 
T>€  COMMERCIAL  APPEAL 
495  Union  Avenue,  Memphis,  TN  38103 
E-mail:  hr@gomernphis.com 
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Let’s  meet  at  the  NAHJ  Convention 

If  you  are  a  talented  Hispanic  journalist  with  at  least  two 
years  of  daily  newspaper  experience  and  are  interested  in 
excelling  in  the  Rocky  Mountain  West,  John  Temple, 
editor  of  the  Rocky  Mountain  News,  would  like  to  meet 
you  during  the  National  Association  of  Hispanic 
Journalists  convention  in  New  York,  June  26-28,  2003. 

To  reserve  a  private  meeting  with  John  at  the  Marriott 
Marquis  Hotel,  please  call  Michelle  Quintana  at 
303-892-5102.  For  more  about  the  News,  go  to  “About 
Us”  at  RockyMountainNews.com. 

Rocky  MdufitttainNews 

Cbser  to  home. 


It 's  a_  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 
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MARKET  RESEARCH 


CORPORATE  RESEARCH  DIRECTOR 
Dynamic  growth  oriented  Mercer  County- 
based  NYSE  listed  publishing  company  is 
seeking  a  corporate  Director  of  Research 
reporting  to  the  Vice  President  of  Advertising. 
Candidates  must  have  ability  to 
manage  company-wide  market  and  product 
research  and  analysis.  Working  knowledge 
of  geo-demographic  database  management 
and  mapping  is  required.  Candidate  must 
have  ability  to  utilize  primary  and  secondary 
research/market  data  along  with  product  in¬ 
formation  to  produce  professional  media 
kits  and  presentations.  Must  have  working 
knowledge  of  Windows,  PowerPoint,  Excel, 
Word,  Access,  Mapinfo,  Claritas  Imark  or 
similar  (database),  Adobe  Photoshop, 
QuarkXPress,  Scarborough  PrimeNext  and 
Internet  applications.  Minimum  qualifications 
include  undergraduate  degree,  with  five  or 
more  years  of  applicable  experience. 
Knowledge  of  the  publishing  industry  a  plus. 
Competitive  salary  offered  along  with  paid 
holidays/vacations,  401(k)  and  more.  To  be 
considered,  FAX  resume  with  salary  require¬ 
ments  to  Charles  G.  Sheridan  at  (609) 
39&6356  or  E-mail  to: 

)obs@)ournalregister.com 
www.JournalRegister.com 
Equal  Opportunity  Employer 


PRESSROOM 


108  year  old  family-owned  newspaper 
seeks  ASSISTANT  PRESSROOM  FOREMAN 
with  Goss  Urbanite  experience.  We  print  a 
daily  (22,000),  two  weeklies  and  commercial 
printing.  We  offer  competitive  salary 
and  benefits  package.  Send  resume  to: 

Kyle  Osteen  Fax  (803)  774-1210 
E-mail:  kosteen@theitem.com 
Or  Call:  (803)  774-1254 


GOSS  METROLINER  Offset  Folderman/Crew 
Leader.  Must  be  able  to  control  waste,  quality 
and  be  a  take  charge  leader.  Reply  to: 
dfrancisco@NHRegister.com 
Or  call  (203)  789-5320 


PRESS  MANAGER  -  ZONE  1 
Press  Manager  needed  for  daily  and  Sunday 
newspaper  with  double-wide  press;  circula¬ 
tion  50,000  -  75,000. 

The  press  manager  reports  to  operations 
director  and  is  responsible  for  the  efficient, 
nightly  operation  of  pressroom,  management 
of  the  crew  and  liaison  with  related 
departments.  Primary  responsibilities  also 
include  budget  preparation,  scheduling, 
maintaining  departmental  records,  monitori¬ 
ng  and  evaluation  of  employee  performance, 
and  coordinating  equipment  maintenance.  A 
minimum  of  5  years  press  and  5 
years  supervisory  experience  required.  Me¬ 
chanical  abilities  and  comprehensive  knowl¬ 
edge  of  pressroom  equipment  and  proce¬ 
dures;  ability  to  successfully  motivate  the 
pressroom  team  to  production  of  high- 
quality  products  are  also  key.  Salary  com¬ 
mensurate  with  experience.  Excellent  bene¬ 
fits  program  offered.  Please  send  a  letter 
of  interest,  including  salary  requirements, 
and  a  resume  by  June  2,  2003  to; 

Box  3368,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


PRESSROOM 


PRESS  OPERATIONS  ASSISTANT  MANAGER 

Seeking  an  experienced  professional  to  as¬ 
sist  our  production  department.  The  suc¬ 
cessful  applicant  will  have  at  least  (5)  years 
experience  in  supervising  high  volume  print¬ 
ing  operations  running  on  tight  deadline. 
Work  experience  must  include  press  opera¬ 
tions  and  maintenance  as  well  as  supervising 
teams  of  press  operators  and  support 
crews.  Also  must  be  able  to  work  nights, 
weekends  and  holidays  as  required  to  meet 
producbon  schedules. 

The  position  of  Assistant  Manager  includes 
responsibilities  for  quality  control,  press 
maintenance  and  press  fingerprint, 
inventory  and  on-time  production  start  and 
finish.  The  assistant  manager  will  also  main¬ 
tain  and  supervise  training  for  apprentices, 
assistants  and  other  employees,  (j^er  duties 
will  include  but  are  not  limited  to  ad¬ 
ministrative  tasks  such  as  manpower 
scheduling,  payroll  preparation  and  records 
maintenance. 

This  position  requires  at  least  five  (5)  years 
experience  in  pressroom  operations;  ability 
to  manage  work  in  a  fast-paced  environment; 
good  interpersonal  skills.  Must  be 
able  to  diagnose  and  prevent  production 
problems. 

Qualified  applicants  should  send  resume 
with  salary  requirements  to: 

Charlotte  Cranford 
Attn:  Assistant  Pressroom  Manager 
The  Commercial  Appeal 
495  Union  Avenue,  Memphis,  TN  38103 
E-mail:  hr@gomemphis.com 

Seven-day  newspaper  operation  (with  com¬ 
mercial  clients)  needs  NIGHT  SUPERVISOR 
to  work  with  experienced  crew  on  offset 
press  in  Santa  Fe,  NM.  Overall  press  ability 
and  leadership  skills  are  key.  Clear  English 
language  skills  required.  Spanish-speaking  a 
plus,  but  not  required. 

This  is  a  fulFtime  position  with  a  full  benefits 
package,  including  health/dental  insurance, 
401(k),  life  insurance,  paid  holidays  and  va¬ 
cation.  If  offered  position,  applicant  will  be 
required  to  pass  a  )ob-related  pre-em¬ 
ployment  physical  and  drug  screen. 

Apply  to:  Larry  Quintana,  Press  Manager, 
The  New  Mexican,  P.O.  Box  2048,  Santa 
Fe,  NM  87504-2048;  or  by  E-mail  to: 
inorris@sfnewmexican.com 
No  phone  calls,  please. 

SUPERVISOR/PRESS  OPERATOR 
Hands  on.  Full  charge  Production  Manager 
with  experience  on  Tensor  or  Goss  or  Harris 
4  Color  to  manage  pressroom.  Good 
leader  -  forceful  and  organized.  Written,  ver¬ 
bal  and  mechanical  skills.  Good  color  per¬ 
ception.  Previous  supervisory  experience. 
Send  resume  with  salary  requirements  to: 
President,  VIP  Advertising,  Inc. 

215  Oser  Avenue,  Hauppauge,  NY  11788 
Or  Fax:  (631)231-0030 

Sometimes  our  light  goes  out  but  is 
blown  into  dame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

■Albert  Schweitzer 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 


characters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.80 

1  week  . 

. $12.45 

2  weeks . 

. $12.70 

2  weeks  . 

. $10.95 

3  Weeks . 

. $11.15 

3  Weeks . 

. $  9.60 

4  weeks . 

. $  9.45 

4  weeks  . 

. $  8.25 

12  weeks  . 

. $  9.00 

12  weeks  . 

. $  7.25 

26  weeks  . 

. $  8.05 

26  weeks  . 

. $  6.40 

39  weeks  . 

. $  7.75 

39  weeks  . 

. $  6.00 

52  weeks  . 

. $  7.35 

52  weeks  . 

. $  5.60 

BLIND  BOXES:  $25  per  insertion 


DISPLAY  AD  RATES 


Camera-ready  veloxes;  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission;  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $149 

12  weeks  . 

. $  115 

2  weeks  . 

.  $135 

26  weeks  . 

. $  110 

3  Weeks  . 

.  $128 

39  weeks  . 

. $  104 

4  weeks . 

.  $124 

52  weeks  . 

. $  98 

O R D E P S  AND  PAYM  E N 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellaWe.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  noon  Wednesday  prior  to 
Monday  Publication.  Cash,  check.  VISA.  MasterCard,  and  American 
Express  accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad 
copy  must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve 
the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad 
Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  8i  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MCHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  US.) 
mmacmahon  @  editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  *  ALL  OTHER  CATEGORIES) 

mgolden  @  editorandpublisher.com 


www.edltorandpublisher.com 
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Household  and  per 
Principal  Industries.  Chain  Outlets, 

Outlets,  Location  of  Markets,  Newspapers 
Serving  the  Market,  Retail  Sales  Data,  and  much,  much 
more! 


Plus,  the  MARKET  GUIDE  is  a  highly  recommended  source  of  relocation 


For  decades  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool  and  relied  on  the  demographic  and  economic  tables  to  provide  actuals 
and  remarkably  accurate  annual  projections. 


AVAILABLE  NOW! 

THE  NEW  2003 
EDITOR&PUBLISHER 
MARKET  GUIDE 

With  the  Exclusive 
E&P  Better  Living  Index! 


data  with  its  market  profiles  and  quality  of  life  indices.  It  is  this  unique  com¬ 


bination  of  quantitative  and  qualitative  data  that  provides  such  a  uniquely  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
accurate  descnption  of  community  hfe.  non-MSA  markets  in  the  US.  and  Canada  ...  plus  critical  market  data  for 


Now,  in  our  79th  anniversary  printing,  the  MARKET  GUIDE  offers 


more  than  1,600  cities  and  all  3,141  US.  counties. 


newly  updated  data  in  both  areas  to  enhance  your  research  needs! 


PRICING 


Relocation  info  indudes  rankings  of  quality  of  life  data  induding; 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


Demographic  data  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2008! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

PLUS  ... 

...  these  regular  features;  Population  by  Age.  Ethnic 
Breakdowns,  Number  of  Households,  Income  per 


MARKET 

(;U1DE 


The  E&P  MARKET  GUIDE  is  just  $150  plus  $15  shipping/handling .  (CA, 
DC,  EL,  IL,  M A.  MD,  N J,  NY,  OH  and  TX  residents  please 
add  appropriate  sales  tax.  Canada  residents  please  add 
GST.) 


2003 


ORDER  TODAY! 

Please  send  payment  to: 

EDITOR  &  PUBLISHER  DIRECTORIES 
770  Broadway.  New  York.  NY  10003 

Or  caU  (800)  56^2706 

EDITORCf  PUBLISHER 


VKAR  »(M)K 

WHO'S  WUKRK 


Call  1-800-562-2706  to  Order  NOW! 

Buy  the  3  Volume  Set  for  only  $230  and  Save  30% 

Also  available  ONLINE. 

Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  1  for  more  information. 


VOL.  3 

•  Alphabetical  listing  of  personnel  from  Dailies, 
Weeklies,  Groups,  Services,  Shopper  and  Niche 
Publications 

•  Name,  Title,  Company,  Phone,  City  &  State 


I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 


I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 


•  U.S.  &  Canadian  Dailies 


•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


VOL.  2 


•  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 
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NEW  2003  EDITION  AVAILABLE  NOW! 
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DISPATCHES 

Alive  album:  Best  of  Baghdad 

What  reporters  listen  to  when  they  may  be  Knockin  on  Heaven's  Door 


SOME  PEOPLE  HAVE  THEIR  FAVORITE 
“desert  island  discs.”  Reporters 
in  Baghdad  had  music-to-listen- 
to-bombs-by. 

Music  was  a  major  diversion  for  the  300- 
odd  foreign  reporters  covering  the  war  in 
Iraq  from  the  capital  city.  At  the  Palestine 
Hotel  we  played  it  using  mini-speakers, 
disc-players  and  20-gigabyte  Apple  iPods 
bought  during  layovers  at  Heathrow  or  in 
Dubai’s  glistening  shopping  malls.  We 
played  it  while  we  wrote  and  filed  pictures. 
We  also  played  it  at  deadline,  as  we  decided 
whether  to  throw  ourselves  or  our  insubor¬ 
dinate  laptops  and  satellite  phones  off  our 
hotel  balconies. 

But  most  of  all,  we  played  it  as  shock 
waves  from  nearby  explosions  shook  our  17- 
story  hotel  to  its  foundation  and  we  were 
face-to-face  with  the  question  of  whether 
those  “smart”  bombs 
and  missiles  were 
going  to  suffer  a 
momentaiy  lapse  of 
intelligence. 

Why  do  many 
reporters  under 
wartime  stress  listen 
to  music  so  obses¬ 
sively?  One  answer 
is  that  reporters,  photographers  and 
television  cameramen  ~  “hacks,”  “snap¬ 
pers”  and  “shooters,”  respectively  —  are 
obsessive  about  everything.  They  must  be, 
or  deadlines  are  missed,  equipment  breaks 
down  and  the  magical  quote  or  picture  slips 
into  the  ether,  never  to  be  recorded. 

For  some,  music  is  a  talisman,  and  the 
more  the  bullets  and  bombs  fly,  the  more 
we  cling  to  our  songs  as  though  they 
possess  magic  powers  that  will  somehow 
pull  us  through.  With  anarchy  always 
threatening,  no  reporter  begrudges  others 
their  good-luck  charms.  As  one  put  it:  “For¬ 
get  the  rabbit’s  foot;  you  can  walk  around 
with  the  whole  damn  rabbit,  as  far  as  I’m 
concerned.  Whatever  gets  you  through.” 

For  others,  music  is  what  helps  them 
deal  with  fear.  “Playing  Metallica,  Guns  ‘n’ 
Roses  or  any  rock  music  very  loud  when 
you’re  driving  into  a  bad  situation  helps 
calm  your  nerves  and  helps  you  concen¬ 
trate,”  one  said.  “You  can’t  work  when 
you’re  scared.” 


Music  also  softens  the  edge  of  the  empti¬ 
ness  and  exhaustion  that  invariably  follows 
the  suft'ering,  destruction  and  bloodshed 
firsthand.  “The  blues,  along  with  the 
Chieftains  and  any  traditional  Irish  music, 
helps  me  come  off  the  high  slowly,”  another 
reporter  said.  “It’s  emotionally  painful  to 
careen  from  one  extreme  to  another.” 

Following,  then,  are  the  results  of  my 
random  survey  back  at  the  hotel  during  the 
bombing: 

Sean  Smith,  photographer,  The 
Guardian,  London,  chose  “Walk  on  By,”  by 
Dionne  Warwick,  “Say  a  Little  Prayer,”  by 
Burt  Bachrach  and  Hal  David,  and  Johnny 
Cash’s  album  Live  at  Folsom  Prison.  “I  have 
this  completely  absurd  idea  that  everyone 
would  stand  together  here,  a  bit  like  the 
Blues  Brothers,”  he  said,  “and  sing  these 
songs  plus  “What  the  World  Needs  Now  Is 
Love,  Sweet  Love.’  I  think  there’s  too  much 
testosterone  here.” 

Scott  Peterson,  correspondent  and 
photographer,  Christian  Science  Monitor. 
“When  I  have  a  major  piece,  or  have  done 
so  much  preparatory  work  that  the  actual 
writing  simply  requires  enough  beat-driven 
white  noise  to  titillate  my  brain,  then  I  just 
line  up  all  the  Oasis  albums  in  a  row, 
switching  from  time  to  time  to  every  and 
any  Green  Day  album.” 

Robert  Collier,  correspondent,  San 
Francisco  Chronicle:  Iraqi  singer  Kazem 
el-Saher  and  the  late  Umm  Kulthoum,  “the 
goddess”  of  Arab  music.  “This  music  is 
completely  foreign,”  he  said.  “In  a  situation 
like  this,  you  can’t  try  to  hold  on  to  your  old 


U.S.  soldiers  on  patrol  in 
Baghdad  stop  to  check 
out  a  local  music  store. 

world.  It’s  too 
distracting.  It  makes 
me  daydream.  I  don’t 
want  anything  that 
reminds  me  of  home, 
fiiends,  family  and  past 
experiences.  1  have  to 
dive  into  where  I  am.” 

Monica  Garcia, 
correspiondent, 
ElMundo,  Madrid: 
Mozart’s  Requiem  and 
Handel’s  Dbdt  Domi- 
nus.  “Perfect  music  for 
every  war,”  she  said.  “It’s  like  therapy.” 

Bob  Graham,  correspondent.  Daily 
Mail,  London:  Mozart’s  clarinet  quartets. 
Van  Morrison’s  Astral  Weeks  and  anything 
by  \Tolinist  Nigel  Kennedy  (“Gentle, 
anything  gentle.”) 

My  choice?  Miles  Davis’  Kind  of  Blue 
will  soothe  the  soul  anytime  and  anywhere. 
But  in  Baghdad,  my  vote  goes  to  two  songs 
by  Bob  Dy  lan.  With  the  hotel  shaking 
under  your  feet  from  the  concussions 
of  bombs  falling  nearby,  “Knockin’  on 
Heaven’s  Door”  and  “Shelter  from  the 
Storm”  played  back-to-back  —  and  over 
and  over  again  —  amplifies  your  deepest 
fears  and  yearnings. 

Imagine  warplanes  rocketing  overhead 
in  darkness,  and  the  world  around  you 
burning  in  an  Armageddon  of  thunder, 
glare  and  destruction.  Then  listen  to 
Dylan  plead:  Momma,  put  my  guns  in  the 
ground/I  can ’t  shoot  them  anymore/That 
long  black  cloud  is  cornin' down/I  feel  Vm 
knockin' on  heaven 's  door. 

Then  dream  about  an  end  to  the  bedlam 
and  being  changed  irrevocably  by  all  you’ve 
seen.  And  think  about  the  one  who  loves 
you.  Click  to  Dyian  again:  VVe/7  Fve  heard 
newborn  babies/Cnin' like  a  morning 
dove/And  old  men  with  broken 
teeth/Stranded  without  love/Do  I 
understand  your  question,  man?/ls  it 
hopeless  and  forlorn?/  ‘Come  in,  'she  said, 
‘III givey'a  shelter  fwm  the  storm.  ’ 


Craig  Nelson  covered  the  war  from 
Baghdad  for  Cox  Newspapers. 


Craig  Nelson 
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SCENARIOS 

Seattle  becomes  a  one-paper  town?  Maybe,  maybe  not, 


past  regional  ambitions. 

Closer  to  home,  Seattle  Weekly,  one  of 
two  strong  alternative  papers,  has  been 
trying  to  make  itself  newsier,  a  shift  that 
could  pay  off  if  one  of  the  dailies  folds. 

“I  think  the  Weekly  will  be  in  a  position  to 
be  a  much  stronger  news  product,”  Editor 
Knute  Berger  says. 

Then  again,  it’s  not  hard  to  im^ne 
Seattle,  a  city  that  prides  itself  on  being 
vibrant  and  open  to  emerging  ideas,  giving 
rise  to  something  new  and  different.  “Will 
Seattle’s  entrepreneurial  spirit  find  a  way 
of  creating  the  next  kind  of  metropolitan 
newspaper?”  wonders  Seattle  Weekly 
co-founder  David  Brewster,  who  once 
helped  lead  a  coalition  to  oppose  the  JOA. 

Knocked  from  its  perch  by  the  dot-bomb, 
a  travel  faJloff  and  state  budget  woes, 

Seattle  is  ripe  for  a  progressive,  civic- 
joumaJism-minded  voice,  as  Brewster  sees 
it.  The  region  is  teeming  with  money  and 
ideas.  Someone  like  Microsoft  founder  Paul 
Allen  could  start  a  paper  to  promote  his 
civic  interests,  his  rock  ‘n’  roll  museum,  and 
his  Seattle  Seahawks  at  the  same  time. 

Looking  at  other  recent  upstarts  around 
the  county,  Brewster  imagines  an  intensely 
local  paper  like  The  New  York  Sun  or  a  free 
semi-weekly  like  the  Portland  Tribune,  or 
perhaps  even  an  online-print  hybrid  aimed 
at  young  readers.  Says  Brewster,  “The 
vacuum  could  create  a  series  of  relatively 
small  papers,  one  of  which  could  jump 
into  something  bigger  in  a  few  years.”  il 


might  try  to  overtake  what  remains  of  the 
JOA  papers,  which  now  dominate  the 
Joumats  market.  Company  President  and 
CEO  Peter  Horvitz  hopes  advertisers  who 
think  they  don’t  need  the  suburban  paper 
would  change  their  minds  after  the  JOA 


So  EITHER  THE  JYmES  OR,  MORE 
likely,  the  P-I,  folds.  Now  what? 

Will  the  surviving  paper  become  as 
ubiquitous  as  Starbucks  coffee  houses? 

Or  will  others  step  in  to  fill  the  void? 

Now  that  it  has  the  metro  daily  field  to 
itself,  the  survivor 
would  be  inclined  to 
fatten  up  in  an  effort 
to  pick  up  readers  of 

the  defunct  JOA  _ 

partner.  Bordered  by  — 

Puget  Sound  to  the  ^ 

west,  the  surviving 
paper  would  be 
limited  to  expanding 
north,  east,  and 
south.  It’s  logical  that 
it  would  look  first  to 
the  wealthy  east  side 
Belle- 

vue  and  Redmond. 

But  during  the  JOA 
tussle,  surrounding  papers  haven’t  sat 
idly  by.  Many  are  owned  by  big  chains  and 
aren’t  wanting  for  resources.  Horvitz 
Newspapers,  a  family-owned  group,  last 
February  merged  its  Eastside  and  South 
County  journals  to  create  the  47,089-daily 
circulation  King  County  Journal,  and 


dissolves,  adding,  “We  think  that  has  poten¬ 
tial  to  help  us.” 

Some  imagine  Horvitz  teaming  up  with 
the  McClatchy  Co.’s  Tacoma  daily,  The 
News  Tribune,  to  the  south  to  create  a 
suburban  powerhouse,  a  XdiNewsday  in 
Melville,  N.Y.,  given  the  News  Tribune’s 


experiments  in  San  Francisco  and  St.  Louis 
support  the  view  that  JOAs  don’t  save 
trailing  papers  —  they  only  serve  to  delay 
their  inevitable  death. 

Hearst  would  have  to  start  circulation, 
advertising,  printing,  and  distribution  oper¬ 
ations  from  scratch.  Most  think  it’s  unlikely 
to  do  so,  given  the  expense  required  and 
Hearst’s  aversion  to  competitive  markets. 


When  Gannett  Co.  Inc.  bought  the  Gazette, 
the  circulation-dominant  daily,  the 
Democrat  was  expected  to  sell  out  or  fold 
eventually.  But  Democrat  owner  Walter  E. 
Hussman  kept  investing  in  the  product.  In 
the  end,  the  Democrat  won  out,  Hussman 
took  over  the  Gazette,  and  merged  the  two 
into  the  Arkansas  Democrat-Gazette. 

But  how  would  this  type  of  struggle  play 
out  in  Seattle?  Former 
JOA  papers  that  have  d 
tried  to  go  on  after  ^  ^ 

the  agreement 

dissolves  don’t  make  ^ 

it  for  very  long.  For 

the  past  two  years, 

publisher  David  Black 

has  been  making  a 

valiant  attempt  to 

keep  the  Honolulu 

Star-Bulletin  alive 

despite  the  bigger 

Honolulu  Advertiser, 

a  Gannett  paper. 

But  the  recent  JOA 


‘P-I’  in  the  sky?  It  returns 
on  its  own,  loaded  for  bear. 


IT’S  Frank Blethen’s  worst night- 
mare:  He  wins  the  JOA  fight,  but 
after  the  breakup  Hearst  sticks  around 
to  make  life  miserable  for  the  Times. 

Hearst  is  a  private  company  with  a 
strong  family  background  that  may  want 
to  keep  a  hold  in  Seattle.  If  the  Times  is 
losing  as  much  money  as  it  claims,  Hearst 
could  conceivably  keep  investing  millions 
of  dollars  in  an  independent  P-I  for  years 
waiting  for  the  Times  to  bleed  its  resources 
and  eventually  close  or  sell. 

“Without  the  JOA,  it  would  be  difficult 
to  keep  the  P-I  going,  but  that  doesn’t  mean 
they  wouldn’t  try,”  Lacy  says.  He  cites  the 
example  of  Little  Rock,  Ark.,  where  two 
family-owned  papers.  The  Arkansas 
Democrat  and  The  Arkansas  Gazette,  had 
battled  fiercely  for  years  into  the  late  1980s. 
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ABC  TV  affiliate  and  radio  stations  from 
the  troubled  Fisher  Communications, 
which  is  rumored  to  be  for  sale,  and 
cross-promoting  them  with  its  newspaper. 
There’s  no  regulatoiy  problem  to  worry 
about  if  the  FCC  unravels  same-market 
cross-ownership  restrictions,  which  it 
may  do  soon. 

A  reborn  P-I  probably  would  have  to 
differentiate  itself  The  paper  is  already 


working  on  a  top-secret  redesign  project 
called  Tornado,  aimed  at  making  it  more 
appealing  to  younger  readers.  Or  perhaps 
the  F-/ could  cater  to  its  blue-collar 
audience,  although  resistance  by  old-timers 
could  make  that  hard. 

“The  downmarket  is  an  interesting  circu¬ 
lation  opportunity  that  most  newspapers 
kiss  off,”  Brewster  says,  but  it  just  might  be 
the  P-fs  only  chance  for  survival.  II 


“The  issue  in  this  market  is  very  simple. 
There  are  one  too  many  metro  newspa¬ 
pers,”  Horvitz  says.  “I  think  that  Hearst 
is  committed  to  Seattle,  but  I  think  they’re 
also  very  smart  businesspeople.” 

Still,  if  Hearst  was  really  determined  to 
put  the  Times  out  of  business,  it  could  buy 
presses,  pay  an  area  publisher  to  run  the 
paper,  and  slash  ad  rates.  Berger  and 
others  can  imagine  Hearst  buying  the  local 


However,  no  one  ■■j 

questioned  the 

passion  for  newspa-  <  WM 

pering  amongthe 

Bingham  family  of  V  ■  \V 

Louisville,  Ky.,  \  .  . 

the  Cowles  of  Des  ^ 

Moines,  Iowa,  or  the  vH.L 

descendants  of  James  _ 

Scripps,  yet  The 

Courier-Journal,  The  j 

Des  Moines  Register 

and  The  Detroit  News 

all  ended  up  as 

Gannett  properties. 

“The  history  of 

families  has  shown  that  despite  incredible 
commitment  to  family  ownership  in  one 
generation,  the  next  generation  and  the 
one  after  that  has  less  of  a  passion  for  the 
business,”  observes  Horvitz.  Sure,  Blethen 
is  committed  to  family  ownership,  but 
Horvitz  adds:  “10, 15  years  ago,  you  would 
say  the  exact  same  thing  about  the 
DeYoung  family  in  San  Francisco.” 

But  one  family  business  expert,  Craig 
Aronoff,  co-founder  of  the  Family  Business 
Consulting  Group  Inc.,  says  newspaper 
families  are  much  more  resilient  —  and 
stubborn  —  than  the  steady  decline  of 
independent  newspapers  might  indicate. 
Newspaper-owning  families  are  far  more 
likely  to  ignore  financial  considerations 


Hearst  buys  the  Times. 


WITH  ALL  THE  ILL  WILL  BETW^EEN 

the  two  JOA  principals,  this 
would  seem  the  most  unlikely 
of  scenarios.  Yet  Hearst  has  been  paying 
the  Times  $1  million  every  year  for  the 
right  of  first  refusal  on  any  offer  for  the 
Times,  at  a  price  that  cannot  be  lowered 
for  a  different  buyer. 

Throughout  this  latest  JOA  controversy, 
however,  Blethen  has  loudly  repeated  his 
refusal  to  even  consider  selling  the  Times. 
Indeed,  he  has  made  survival  of  family- 
owned  newspapiers  his  personal  cause  for 
the  past  decade,  as  he  lobbied  for  an  end  to 
the  estate  tax  and  against  the  lifting  of 
cross-ownership  restrictions. 

For  Blethen,  this  cause  starts  at  home. 

He  has  assiduously  cultivated  the  family 
culture  to  ensure  that  the  Times  and  its 
sibling  papers  remain  in  family  hands.  The 
family  conducts  regular  retreats  to  educate 
next-generation  members  about  the  news¬ 
paper  business.  It  hires  family  business 
consultants  to  work  on  continuity  issues. 
And  Blethen  has  said  his  own  passion  for 
the  Times,  evidenced  by  his  famous  person¬ 
al  tattoo  of  the  paper’s  eagle  logo,  is  reflect¬ 
ed  in  younger  family  members  as  well. 


and  “go  down  with  the  ship,  committing 
resources  in  a  way  that  would  be  unwise, 
judged  just  from  a  financial  consideration,” 
Aronoff  says. 

Consider  this,  says  Aronoff,  who  has 
worked  with  the  Blethen  family:  The  rule 
of  thumb  among  family  businesses  is  that 
after  each  generation  transition,  just  30% 
of  businesses  remain  in  family  hands.  At 
the  beginning  of  the  20th  centuiy,  there 
were  about  2,000  family-owned  papers. 
Using  the  rule  of  thumb,  there  should  be 
only  15  to  20  left  now,  four  generations 
later.  Yet  there  are  actually  about  250  fami¬ 
ly  papers  publishing.  That  means  newspa¬ 
pers  “are  actually  about  10  times  as  likely  to 
stay  in  the  family,”  Aronoff  points  out.  11 


Sasquatch  roams  the  Northwest! 

A  Bigfoot  chain  stomps  into  Seattle. 


match  between  the 
JOA  principals. 
Besides,  as  one 
big-chain  exec 
says,  demanding 
anonymity:  “We  don’t 
mind  trouble,  but  we 
don’t  need  this  kind 
of  trouble.”  11 


Big  chains  love  trouble,  so  the 
dysfunctional  Seattle  JOA 
would  seem  a  perfect  target  of 
opportunity  for  the  Gannetts,  Tribunes 
and  MediaNews  Groups  of  the  world. 
This  scenario  has  a  fatal  flaw,  though: 
Scenario  5. 

Hearst’s  right  of  first  refusal  pretty 
much  makes  this  Seattle  fight  a  cage 
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'2  100.00  114.39  149.95 

112  63  126.53  158  20 


Other  Inserts 


IKE  THOSE  TROOPS 


■  who  felt  beat  on  April 

M  J 1  because  they  had 
just  had  a  March  of  31  days, 


publishers  had  good  cause 
for  their  war-weariness, 
according  to  the  exclusive  EaP! 
Competitive  Media  Reporting 


newspaper  advertising  indices. 

For  March,  the  retail  and 
national  indices  fell  14%  and 
6%,  respectively;  classified  was 


flat;  and  inserts  rose  5%.  For 
the  year,  inserts  were  up  9%; 
national  and  classifieds,  up  1% 
each;  and  retail,  down  6%. 


THE  MARCH  E&P/Cm  NEWSPAPER  ADVERTISING  INDICES 


ClASSiFIED  CATEGORIES  YTD  i  MAR 


Automotive 

0% 

-1% 

Education 

;  ■** 

-2% 

Other  Display  Classified 

-13% 

-19% 

Rail  Estate 

:  7% 

12% 

Recruitment 

-18% 

-20% 

DISPLAY  CLASSIFIED  ROP  ADVERTISING  INDEX 


Display  Classified  ROP 
Index  YTD  1%,  MAR  0% 

With  the  Real  Estate  category  proving 
itself  a  powerhouse  once  again,  the 
Display  Classified  ROP  Index  stood  its 
ground  in  March  on  a  comparable  basis, 
which  is  lot  more  than  anyone  can  say 
about  either  the  Recruitment  or  the  Other 
Display  Classified  categories. 
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NATIONAL  CATEGORIES  ^  YTD  ^MAR 

Airlines  -10%  -48% 

Auto  Dealer  Associations  -5%  ■  -10% 

Banks/Credit  Cards  -3%  1% 

Computers  &  Software  j  77%  ;  85% 
Corporate/Office/Other  -53%  -60% 

Factory  Automotive  26%  12% 

Food  &  Household  16%  -24% 

Government/Political  -7%  '  -32% 

Hotels  &  Resorts  -19%  -31% 

Insurance  :  16%  ;  14% 

Investments  14%  -15% 

Mailorder  :  18%  :  -1% 

Motion  Pictures  3%  -4% 

Travel  &  Tourism  :  -14%  -21% 

Utilities  &  Communications  2%  15% 


National  ROP  Index 
YTD  l%,MAR-6% 

More  than  half  the  categories 
in  the  National  ROP 
(Run-of-Press)  Index  registered 
double-digit  percentage  declines 
in  March,  compared  with  the 
same  month  a  year  earlier. 

Notably  weak  were  the  Corporate/ 
Office/Other,  Airlines,  Government/ 
Political,  and  Hotels  &  Resorts 
categories.  Notably  strong  were 
the  Computers  &  Software, 

Utilities  &  Communications, 
and  Insurance  categories. 
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Computer  Stores 

-22% 

-26% 
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-20% 

Department  Stores 

-9% 

-23% 

Oiacaunl  Stores 

16% 

20% 

Drug  Stores 

-5%' 

-6% 

Food  Stores 

-2%' 

-17%' 

Furniture  &  Accessories 

-3% 

-6% 

Jewelry  Stores 

0% 

-2% 

Office  Supply  Stores 

15% 

-’50% 

Sporting  Goods  Stores 

6% 

-5% 

JUL  AUG  SEP  OCT  NOV  DEC 

10744  13338  1^42  127  74  164.32  196  59 

Retail  ROP  Index 
YTD -6%,  MAR -14% 

Shock  and  awe  most  likely 
describe  well  the  reactions  of 
advertising  directors  as  they 
assess  the  magnitude  of  the  hit 
taken  by  the  Retail  ROP  Index  in 
March  on  a  year-over-year  basis. 
For  the  month,  only  two  of  14 
categories  —  Discount  Stores  and 
Auto  Supply/Repair  —  managed 
to  register  gains,  and  only  one 
other  category  —  Apparel  & 
Accessory  Stores  —  managed  to 
avoid  registering  a  loss. 
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Preprinted  Insert  Index 
YTD  9%,  MAR  6% 

Despite  the  di^s  of  war  nipping  at  its 
heels,  the  Preprinted  Insert  Index  was 
a  solid  performer  in  March  —  even  though 
its  string  of  monthly  double-digit  percentage 
gains  stretching  to  last  August  came  to  an 
end.  Especially  strong  gainers  were  the 
Building  Materials  and  Food  &  Household 
(CMC)  categories.  Especially  weak  losers 
were  the  Sporting  Goods  Stores  and  Other 
Inserts  categories. 


INSERT  CATEGORIES  YTD  ;  MAR 

Building  Materials  42%  28% 

Consumer  Electronics  -5%  -2% 

DipHaBMI«MM  I  7%  j 

Discount  Stores  -7%  -12% 
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Food  &  Household  (CMO)  9%  13% 

Furniture  &  Accessories  22%  11% 
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TECHNOLOGY 


The  Knoxville  News-SentineTs  single-vendor  solution  continues 
to  evolve  as  its  new  plant  settles  into  production 

BY  JIM  ROSENBERG 

WITH  A  $50  MILLION  PRODUCTION  PLANT  IN  THE 

offing,  personnel  from  The  Knoxville  (Tenn.) 
News-Sentinel  visited  Germany  exactly  three 
years  ago  to  find  a  fast,  flexible  system  capable 
of  packaging  more  than  200  million  inserts  per 
year  more  effectively  into  nearly  120,000  newspaper  copies  daily, 
and  more  than  155,000  on  Sunday. 

At  the  massive,  weeks-long  drupa  2000  international  trade  show 
in  Diisseldorf,  they  found  hardware  and  software  engineering  that  fit 
the  bill.  As  it  happened,  the  first  operation  to  be  equipped  was  its 


mailroom,  which  occupies  20%  of  the 
new  plant’s  180,000  square  feet. 

The  paper’s  post-press  plans  evolved,  and 
by  the  time  the  plant  went  into  hill  produc¬ 
tion  earlier  this  year,  its  packaging 
area  was  equipped  almost  entirely 
with  GMA  technology.  It  also  was 
the  first  to  use  systems  that  GMA 
and  Swiss  parent  company  Muller 
Martini  were  still  developing 
at  the  turn  of  this  century. 

Converting  to  a  two-part  daily, 
the  News-Sentinel  sought  printing 
and  packaging  accountability' 
and  speed;  ergonomic,  easy-to- 
maintain  equipment,  and  labor- 
saving  automation,  according 
to  Darrell  E.  Pav,  GMA’s  technol¬ 
ogy  director. 

Plans  expanded  from  SLS2000 
inserters  to  two  30-into-l  SLSSOOOs 
and  eight-station  FlexiRoll  buffering  with 
two  double  unwinders;  from  six  to  eight 
Bundlers  (two  of  which  can  be  fed  directly 
from  the  press  or  from  inserting  lines),  plus 
a  pair  of  NewsPal  palletizers.  Lacing 
everything  together  is  1,400  feet  of  News- 
Grip  conveyor  and  Muller  Martini  365 
side-grip,  buffer-to-inserter  conveyor. 
Software  consists  of  the  full  suite  of  GMA’s 
Lines  controls  and  SAM  system  to  track 
products  off  the  press,  balance  the  load  on 
inserters,  link  inserting  and  packaging  to 
distribution,  and  manage  truck  dispatching. 


The  now-operating  mailroom  is  still 
changing.  “We’re  looking  at  a  new  layout 
for  the  bundle  distribution  system” 
involving  12  Bundlers,  said  Production 


Director  Ted  Milligan.  The  idea  calls  for 
three  Bundlers  for  each  of  two  ROP  and 
two  inserting  lines.  Productivity  drives  the 
plan  —  keeping  the  press  printing  at  least 
60,000  copies  of  big  products  (e.g,  64-page 
classified  sections)  per  hour  by  running  to 
two  Bundlers,  with  a  third  for  backup. 

Half  the  copies  are  buffered  for  inserting, 
and  half  go  directly  to  Bundlers  and 
palletizers  for  shipment  to  five  distribution 
centers.  Averaging  over  30  now  and 
expected  to  surpass  40  in  the  fall,  Sunday 
preprints  have  seen  “significant  growth,” 
said  Milligan.  Too  big  for  the  inserters. 


large,  three-part  Sunday  editions  are  hand- 
assembled  in  two  areas  of  the  plant,  allow¬ 
ing  the  paper  to  be  run  straight  off  the  press 
Saturday  night.  All  weekday  single  copies 
are  complete;  home-delivery  copies  arrive 
in  two  pieces,  though  some  carriers  may 
put  papers  together  or  bag  them  at 
distribution  centers,  said  Milligan. 

Pav  identified  SLS3000  ergonomic  re¬ 
quirements  as  easy  feeding,  quiet  operation, 
minimal  adjustment,  simple  controls,  and 
housekeeping-type  maintenance.  Helping 
meet  those  requirements,  Pav  said,  are  re¬ 
designed,  fast  setup  feeders  with  servo  mo¬ 
tors  and  a  bridge-type  cross  section  and 
smaller-diameter  drum,  which  reduce  feed 
height  and  insert  velocity  and  make  for  a 
quieter,  more  compact  machine.  Opening 
40%  wider  than  the  previous  model,  the  in¬ 
serter’s  three-part  pocket  can  hold  a  1,200- 
page  tab.  The  conveyor’s  self-adjusting 
gripper  also  can  hold  thicker  products, 
which  by  forcing  the  spring  to  open  farther, 
cause  it  to  grip  more  tightly. 

The  Bundler  all-in-one  counter,  stacker, 
wrapper,  and  strapper  now  can  inkjet 
bottomwraps  with  bundle-specific  informa¬ 
tion  in  variable-size  fonts  on  the  portion 
that  folds  up  over  the  side  of  a  bundle, 
making  it  visible  on  stacked  bundles. 

Knoxville  has  yet  to  use  its  Bund- 
Label,  which  has  a  reservoir  good 
for  about  300,000  sheets. 

NewsPal  stacks  tiers  of  uncom¬ 
pensated  bundles,  with  the  copies’ 
fatter  folded  ends  facing  out  to  aid 
stability.  Knoxville  began  stacking 
bundles  in  four  tiers,  but  “now 
they  do  five-high,”  said  Pav.  The 
only  equipment  not  from  GMA 
wraps  loaded  pallets  in  plastic. 

Knoxville’s  project  also 
coincided  wth  changes  on  the 
software  side,  where  “we  now 
have  production  people  driving 
designs,  not  engineers,”  Pav 
added.  GMA  strove  to  simplify  what  had 
become  complex  controls  with  too  many 
screens.  Fewer  choices  now  permit  fewer 
mistakes,  he  said.  Inserter  control  is  now 
Windows-based,  with  automatic  setup, 
monitoring,  and  easy  software  downloads. 

The  News-Sentinel  also  is  contemplating 
a  single  unwinder  for  comics  or  ad  inserts 
that  could  be  wound  onto  rolls  before  ship¬ 
ping  to  the  newspaper.  “We  would  certainly 
want  to  explore  [that]  with  our  printers,” 
said  Milligan.  As  applications  evolve  for  the 
“very  flexible  technology,”  he  said,  “who 
knows  where  we’ll  go  down  the  road?”  (1 


A  bank  of  FlexiRoll  buffer  wheels,  in  the  News-Sentinel’s  mailroom. 
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also  won  five  Pulitzers  in  2002,  has  10 
newspapers  providing  content.  Each  day, 
it  distributes  more  than  100,000  words  of 
news,  feature,  sports,  and  other  material  — 
plus  photos  and  graphics.  About  130 
columnists  are  on  the  roster. 

LAT-WP  (http:/ /www’.newsservice. 
com)  turned  40  last  fall.  —  DaveAstor 


Seven  ups  the  mood  at  wire 

LAT-WP  expects  Pulitzer  Prize  haul  to  bring  in  more  sales 


keep  e.xisting  ones  in  the  fold,  though  it’s 
still  too  early  to  tell  what  the  exact  impact 
will  be.  The  news  service  currently 
has  632  clients  worldwide  —  398 
domestic  and  234  overseas. 

LAT-WP’s  24-person  staff  was 
obviously  pleased  with  the  Pulitzer 
honors.  “We  always  feel  pretty 
good  about  the  product,  but  we 
felt  very  happy  about  the  seven 
prizes,”  said  Kate  Carlisle, 
managing  editor-Washington, 
adding:  “I  was  recently  visiting 
editors  in  Europe,  and  they  all 
mentioned  the  number  of  Pulitzers. 

The  news  service,  whose  contributors 


Last  year.  Hie  New  York  Hmes 
won  seven  of  the  14  journalistic 
Pulitzer  Prizes.  This  year,  the  Los 
Angeles  Times-Washington  Post  News 
Service  pulled  off  the  same  50%  showing. 

It  took  three  LAT-WP  contributing 
newspap)ers  —  The  Los  Angeles  Times, 

The  Washington  Post,  and  The  Sun  of 
Baltimore  —  to  achieve  this,  but  the  feat 
was  an  impressive  one  nonetheless. 

“We’re  really  pleased  that  the  various 
journalists  were  recognized,”  said  Al  Leeds, 
president  of  the  news  service.  “We  think 
they  had  a  really  good  year.” 

Leeds  expects  the  Pulitzer  performance 
to  help  attract  new  LAT-WP  clients  and 
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Al  Leeds  and  two  winning 
LAT-WP  newspapers. 


et  cetera 


according  to  Poynter 
faculty  member  Howard 
Finberg.  The  weekly 
feature  originally  focused 
on  the  creative  process 
behind  cartoons  about  the 
war  in  Iraq  {E&P,  March 
31,  p.  25);  the  new 
version  will  spotlight 
cartoons  about  various 
subjects. ...  WimWoRLD 
International  Features 
Founder/President  Joseph 
Szabo  will  be  North  America’s  representative 
at  the  World  Comics  Summit  scheduled  for 
this  October  in  China.  Also,  his  syndicate 
(http://www.wittyworld.com)  signed  two  Chi¬ 
nese  cartoonists  and  another  from  Russia. ...  In 
a  May  20-30  “Zits”  series,  the  teen  Sara  char¬ 
acter  donates  her  hair  to  Locks  of  Love  —  an 
organization  that  makes  hairpieces  for  children 
who  are  bald  due  to  medical  conditions.  The 
comic,  by  Jerry  Scott  and  Jim  Borgman,  runs  in 
more  than  1,100  papers  via  King 
Features  Syndicate.  Also,  a  “Zits”  collection 
called  Supersized  was  re- 
leased  by  Andrews  McMeel 
’gSmWjrjkM  Publishing. ...  Dan  Carino 
of  San  Diego  State  Universi- 
fy’s  fhe  Daily  Aztec  paper 
Vi  won  the  John  Locher  Award 

for  student  editorial  cartoon- 
ists.  Carino  gets  an  all- 
expenses-paid  trip  to  the 
June  18-21  Association  of 


Editorial  Cartoonists 
convention  in  Pitts- 
burgh,  where  he’ll 
receive  the  honor. 

...  sculpture 
created  by  the  late 

■■  Bill  Mauldin  of 

~  perhaps  his  most 

^  famous  cartoon  will 

^  placed  in  an 

Albuquerque  park 

Joseph  Szabo  is  heading  to  Asia  this  fall.  when  the  United 

Veterans  Council  of 
New  Mexico  raises  $27,000  to  buy  it,  accord¬ 
ing  to  the  European-Pacific  Stars  and  Stripes 
Association.  The  sculpture  shows  an  Army  ser¬ 
geant  “mercy-killing”  his  broken  jeep. ...  Knight 
Rioder/Tribune  Information  Services  is  offering 
the  consumer-oriented  “News  2  Use”  feature 
(which  originated  in  the  Fort  Worth  Star- 
Telegram),  adding  Mark  Montano’s  “Make 
Your  Mark”  decorating  column  to  its  “KRTeens” 
package,  and  offering  columns  about  cheese 
(by  Annie  Rush  and  Laura  Weriin)  and 
desserts/baked  goods  (by  Ed  Murrieta).  Also, 
KRT’s  “The  Bond”  pet  columnist  Dr.  Marty 
Becker  has  launched  two  syndicated  radio 
shows. ...  The  Museum  of  C^mic  and  Cartoon 
Art  (http://www.moccany.org)  is  holding  a 
festival  June  22  in  New  York. ...  United  Media’s 
“Supermarket  Shopper”  columnist  Martin 
Sloane  wrote  a  two-part  series  about  how 
shopping  carts  can  carry  infectious  diseases. ... 
Religion  News  Service  has  won  six  awards  from 
the  Associated  Church  Press. 


UNITED  Press  International  announced  a 
restmcturing  that  includes  layoffs,  hirings, 
and  changes  in  the  content  it  distributes. 

UPl  laid  off  16  editorial  employees  while 
starting  to  add  what  may  end  up  being  10-15 
new  sales,  marketing,  and  IT  staffers,  a 
spokesman  told  E&P.  UPl  now  has  140 
employees  worldwide,  including  about  80 
editorial  ones.  Changes  include  more  content 
for  electronic  formats  such  as  wireless  devices 
and  digital  kiosks,  expanded  photo  coverage, 
the  launch  of  a  Spanish-language  news  service 
focusing  on  issues  relevant  to  Hispanic-Ameri- 
cans,  more  Arabic-language  coverage,  and  more 
analytical  and  in-depth  content.  “The  world  has 
become  saturated  with  breaking  news  from 
many,  many  sources  and  we  believe  the  value 
of  our  products  is  not  simply  in  reporting  the 
news,  but  in  telling  readers  what  impact  the 
news  will  have  on  them,”  said  Bill  Creighton, 
UPl’s  vice  president  for  global  sales  and  mar¬ 
keting.  Founded  in  1907,  UPl  has  more  than 
100  clients  including  a  handful  of  newspapers 
in  the  U.S.,  a  number  of 
papers  abroad,  and  other 
customers  including  Web 
sites. ...  “BattleLines”  ^ 
will  be  relaunched  — 
possibly  in  June  —  on  the 
Poynter  Institute  site 
(http;//www.poynter.  org) 
under  the  new  name  of 


MAY  26,  2003  EDITORSi  PUBLISHER  25 


www.edltorandpublisher.com 


-  30  - 


Getting  It  Right 


What  I’ll  tell  students  about  the  Blair  case  and  other  hard  truths 


IN  September,  while  keeping  my  day  job,  I  became  a 
professor  at  New  York  University’s  Graduate  School  of 
Journalism.  I’ve  been  following  the  argument  in  E^P  and 
elsewhere  on  the  value  —  if  any  —  of  J-schools,  and  that  led 
me  to  distill  what  I’ve  learned  from  some  50  years  in  this 
business.  I’ve  come  up  with  what  I  want  to  stay  in  my 
students’  minds  long  after  the  course  is  over,  and  the  grades  they  get 
are  from  editors  and  readers.  One  of  my  mentors  was  Izzy  Stone 
(whose  I.F Stone’s  Weekly  was  subscribed  to  by  a  good  many  journal¬ 


ists).  “You  can’t  be  a  prisoner  of  your  pre¬ 
conceptions,”  he  would  tell  us  beginners. 
Or,  as  Charlie  Parker  used  to  say,  “Music  is 
your  own  experience.”  That  also  applies  to 
reporters. 

How  and  where  you  grew  up,  where  you 
went  to  school,  and  those  with  whom  you 
socialize  can  affect  how  you  approach  a  sto¬ 
ry.  As  I  wrote  in  “Parrot-Fever 
Cases”  (£e?P,  March  3,  2003), 

Charles  Pickering,  a  white  Mis¬ 
sissippi  judge,  has  failed  to  be 
confirmed  to  the  Fifth  Court  of 
Appeals,  and  the  main  reason 

—  according  to  nearly  all  media 

—  is  that  he  gave  a  white  defen¬ 
dant  in  a  cross-burning  case  a 
soft  sentence.  The  facts  tell  an 
entirely  different  story,  as  one 
reporter,  Byron  York  {National 
Review  Online)  found  out.  But  Pickering’s 
name  continues  to  be  associated  with  that 
“evidence”  of  racism  because  York’s  facts 
have  not  been  picked  up  in  the  press. 

Fairness  is  what  we’re  supposed  to  be 
about,  and  that’s  why,  on  certain  kinds  of 
stories,  you  have  to  check  your  preconcep¬ 
tions  with  strict  scrutiny. 

There  is  also  the  meaning  of  “accuracy.” 
In  commenting  on  the  Jayson  Blair  crash, 
the  justly  respected  Daniel  Schorr  empha¬ 
sized  on  National  Public  Radio  that  “the 


journalist  is  the  guarantor  of  reality.”  And 
the  startled  New  York  Times,  in  its  May  II 
Iront-page  story  on  the  “Long  Trail  of  De¬ 
ception,”  declared:  “Mr.  Blair  repeatedly  vi¬ 
olated  the  cardinal  tenet  of  journalism, 
which  is  simply  truth.” 

Reality  and  truth,  however,  are  not  that 
simple.  I  will  advise  the  students  to  look  at 
late-night  movie  listings  on  tel¬ 
evision  for  the  1981  film  A6- 
sence  of  Malice,  directed  by 
Sydney  Pollack  and  written  by 
journalist  Kurt  Luedtke.  It  is 
the  most  accurate  and  trou¬ 
bling  movie  about  what  we  do 
that  I  know.  Not  surprisingly, 
when  it  was  released,  some  of 
my  colleagues  called  it  “an  at¬ 
tack  on  the  press.”  Our  skins 
are  often  as  thin  as  those  of 
cops,  as  ni  also  tell  my  students  about  the 
mantra:  “We  stand  by  our  story.” 

The  key  exchange  in  Absence  of  Malice  is 
when  a  reporter,  responding  to  what  some¬ 
one  involved  in  a  stoiy  has  said,  asks:  “Is 
that  accurate?” 

“Yes,”  is  the  answer,  “but  it’s  not  true.” 

Kurt  Luedtke’s  point  was  that  every  fact 
in  a  story  can  be  accurate,  but  if  you  miss 
the  one  fact  that  puts  all  the  rest  in 
markedly  different  perspective,  you  don’t 
have  the  truth. 


Through  the  years.  I’ve  told  new  re¬ 
porters  of  a  command  I  give  myself  when 
I’m  just  about  to  file  a  story  and  yet  there’s 
a  nagging,  vague  question  that  seems  not  to 
really  matter.  It’s  then  I  tell  myself  reluc¬ 
tantly,  “Make  the  last  call!”  Once  in  a  while, 
that  saves  the  stoiy,  and  me. 

When  I  first  started,  Izzy  Stone,  and 
another  mentor,  Murray  Kempton,  advised 
me  not  to  waste  much,  if  any  time,  on  press 
conferences.  Kempton  would  add,  “If 
you  see  a  lot  of  reporters  at  a  story,  go 
somewhere  else.”  Izzy  taught  me  to  find 
sources  deep  in  government  and  other 
institutional  bureaucracies  who  have 
seldom,  if  ever,  been  approached  by  a 
reporter.  They  can  be  a  fountain  of 
docmented  information,  as  I’ve  found 
when  trying  to  get  truthful  figures. 

The  debate  about  the  function  of 
J-schools  is  also  going  on  in  Canada.  In 
the  Ryerson  Review  of  Journalism,  Tamara 
Slomka  tells  of  Stephen  Kimber,  director 
of  journalism  at  the  University  of  Kings 
College.  His  school  teaches  “journalistic 
thinking  —  like  legal  reasoning  in  law  or 
differential  diagnosis  in  medicine  —  as  a 
particular  way  of  looking  at  the  world. 

It  involves  —  and  requires  —  intellectual 
rigor.” 

It  also  involves  skepticism  of  yourself,  as 
well  as  of  your  sources.  Not  only  about  pre¬ 
conceptions  but,  on  some  stories,  your  ex¬ 
pectations  of  creating  so  much  attention 
to  yourself  that,  well,  a  Pulitzer  will  be  on 
the  way.  That  can  affect  whether  you  brush 
ambiguities  aside  in  the  rush  to  break 
the  stunning  news. 

Izzy  Stone  used  to  tell  apprentice 
reporters,  “If  you’re  in  this  business  to 
crusade,  to  change  the  world,  or  your  part 
of  the  world,  maybe  you  should  go  into 
some  other  line  of  work.  With  rare  excep¬ 
tions,  most  of  the  changes  your  stories 
make  will  be  incremental.  Remember,  if 
that’s  a  reason  you’re  going  into  journal¬ 
ism,  the  only  kinds  of  fights  worth  fighting 
are  those  that  you’re  going  to  lose  and  lose 
until  someday,  somebody  who  believes  as 
you  do,  wins.  In  order  for  someone  to  vrin 
an  important  major  fight,  a  lot  of  people 
have  got  to  be  willing  —  for  the  sheer  fun 
and  joy  of  it  —  to  go  ahead  and  fight ... 
you  mustn’t  feel  like  a  martyr.  You’ve 
got  to  enjoy  it.” 

And  always  make  that  last  call.  IS 
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HAVE  YOU  BEEN  MISSING  OUT  ON  YOUR 
EXCLUSIVE  NEW  ONLINE  BENEFITS  FROM  E&P? 

AS  A  CURRENT  PAID  SUBSCRIBER,  YOU  NOW  HAVE  ACCESS  TO: 


^  *  Online  Access  To  Current  Issue  *  Updated  .  Daily  Classifieds 

^  *  Article  Archive  Database  *  Weekly  Career  Management  Newsletter 


If  you  have  any  questions  about  your  online  account  or  need  assistance  in  setting  it  up,  please  call  us  at 
1-800-641-2030  or  email  our  customer  service  department  at  edpub@editorandpublisher.com 


IF  YOU  ARE  NOT  CURRENTLY  A  SUBSCRIBER,  PLEASE  VISIT  OUR  WEB  SITE  AT 
www.editorandpublisher.com  OR  CALL  1-800-641-2030  TO  SUBSCRIBE  TODAY. 


There  Is  a  r easen  why... 

Dirks,  \an  F^sscn  iv  Murray  is  the  leadinj^  mer^>er-and- 
aequisition  firm  in  the  U.S.  newspaper  industry.  Sinee  its 
ineeption  in  1980,  the  firm  has  focused  solely  on  assisting 
companies  in  the  sale  and  acquisition  of  daily  newspapers 


weekly  ^^roups  and  in  appraisiiijii  newspapers  tor  a 
;iriety  of  purposes.  It  has  thus  established  itself  as  the 
industry's  top  authority  on  transactions  and 
valuations. 

The  firm  has  successfully  closed  hundreds  of 
newspaper  transactions  and  has  handled  many 
more  deals  than  all  other  firms  combined.  Sinee 
the  mid-199()s,  Dirks,  \an  Essen  8:  Murray  has 
been  involved  in  more  than  half  of  all  daily 
newspaper  transactions,  while  all  other  firms 
eomhined  have  accounted  for  less  than  20%. 

Over  the  years,  Dirks,  \an  Essen  8:  Murray  has 
pnn  ided  services  to  most  of  the  nation's  largest 
newspaper  companies,  both  public  and  pri\  ate,  as 
well  as  to  numerous  independent  owners  and  family- 
owned  groups.  I  lax’inji  seen  our  work  as  prospeeti\  e 
buyers,  13  of  the  15  largest  newspaper  companies  in 
the  U.S.  ha\  e  enji'aj^ed  Dirks,  \an  Essen  8:  Murray  to 
assist  them  in  divestinji*  their  own  daily  or  non-daily 
newspapers.  Moreover,  some  of  the  nation's  most 
prominent  independent  owners,  ineludinji  the 
Daniels  family  in  Raleigh,  North  (Carolina,  Scott  Low 
in  Quincy,  Massaehu.setts,  and  .loe  D.  Smith  in 
Alexandria,  Louisiana,  have  selected  our  firm  when 
they  decided  it  was  time  to  e.xplore  a  sale. 

Results. 


Dirks,  \'.v\  Essex  &  .Mnauv 


1 1 9  E.  Matey  Street,  Suite  1 00 
Santa  Fe,  New  Mexico  87501 
Tei:  505.820.2700 
Fax:  505.820.2900 
E-mail:  info@dii1<svanessen.com 
www.clirksvanessen.com 


